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Rough Proofs 


Henry Ford’s copy in his news- 
paper ad appeared a day or two 
earlier in the news columns. About 
all this proves is that the editorial 
land business offices are still miles 


apart. 
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Henry himself is still front-page 
news, but his car, sad to relate, is 
mo longer good material for even the 
radio gagsters. 
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A short wheat crop may help to 
. msave the farmers, but a bumper corn 
rop is counted on for prosperity by 
"Bluejay and Freezone. 
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Batten, Barton. Durstine & Osborn 
reveal that the official abbreviation is 
BBD O, while you and I have been 
walling it B B D & O all this time. 
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“Take heart—there’s a market for 
everything. And anything may be 
ndvertised,” heralds the Lawrence C. 
jumbinner agency, in calling atten- 
tion to a nicely displayed manure 
hdvertisement, taken from the chaste 
rolumns of the New York Sun. 


ee 


This advertiser, by the way, offers 
ot only to deliver the product, but 
spread it. An ex-copy writer? 
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The Detroit Free Press says that 
enry Ewald founded the Adcraft 
lub 28 years ago. The precocious 
enry must have become advertising 
tlub-conscious while still in short 
ants. 
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Pathetic figures: A demonstrator 
Na drug-store window going through 
he motions without benefit of audi- 
fence. 
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: Ruth Cambridge says a California 
fext-book on grammar contains the 
mone. “Never use a preposition 


mo end a sentence with.” This was a 

zood joke 50 years ago—for Butler’s 
commer, the mid-Victorian author- 
meteity, actually printed this exhortation. 
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“Did you get yours yet?” asks 
init. 

This may not be the world’s worst 
locution, but it ranks close to the 


op. 
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Philco brings “singers of note” to 
your living-room. The Mills broth- 
fers play by ear, but you're privileged 
to hear them, too, if you care for 
hat sort of thing. 
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fh That Milwaukee agency which 
iquidated shortly after April 7 with 
m payment of 5 per cent to creditors 
tid better than might have been ex- 
mected, suggests R. G., who thinks 
mhat 3.2 per cent would have been 
about right. 
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“Some smart guy,” says the C. & 
., “made the wise-crack that the 
nly railroad train improvement in 
fifty years was the slot for used 
azor-blades.” 

That wasn’t an improvement— 
erely the efficiency engineer’s sys- 
Diem for building up the scrap-pile. 


fA vvy 
» The world’s softest job: being a 
Pig-league ball-player in a season 
erroneously described as “spring.” 
Copy Cus. 


GOLD DUST HAS 
INFANT SISTER 
IN SILVER DUST 


Husky Babe Starts Out to 
Win New York 


New York, May 11.—Housewives 
who have been on friendly terms 
with Gold Dust for many years fur- 
rowed their brows in thought this 
week as a sensational campaign for 
Silver Dust, little known product of 
the Gold Dust Corporation, thrust 
itself upon the consciousness of New 
York and its environs. 

The package for Silver Dust, 
which is a white powdered soap de- 
signed expressly for washing dishes 
and clothes, ties up closely with that 
of its much more widely known rela- 
tive. Two winsome little girls, ob- 
viously sisters under the skin of the 
Gold Dust twins, adorn the package, 
which makes use of the same style 
of lettering and has a general fam- 
ily resemblance which can leave 
little doubt of its origin. 

The technique governing merchan- 
dising of Silver Dust has been de- 
veloped by tests in Albany, Philadel- 
phia, Buffalo and Pittsburgh. The 
immediate goal is to conquer the 
huge New York market and the 
strategy will be to “hit ’em with 
everything we've got.” 


Large Sampling Project 

This swiftly-moving campaign em- 
braces heavy newspaper copy; one 
of the most extensive house-to-house 
sampling operations ever staged in 
the metropolitan area; a premium 
which emphasizes the uses of Silver 
Dust; loudspeaker announcements 
from earth and sky; distribution of 
a tabloid newspaper to all homes in 
the area; and a special introductory 
offer, coupled with aggressive flag- 
waving at the point of sale. 

The gift to housewives is “a 
thirsty dish towel,” which nominates 
Silver Dust as the cleanser for the 
daily dishes, giving it a valuable 
leverage in its effort to displace 
other favorites on this job. 

A fleet of silver midget Austin cars 
is equipped with loud speakers ex- 
tolling the virtues of the new “sudsy 


soap.” It is meeting competition 
from airplanes telling the same 
story. 


The sampling has reached thou- 
sands of homes, requiring the serv- 
ices of 900 boys of the Postal Tele- 
graph. They will make three calls 
on each family. 

Special attention will be paid the 
Jewish population of New York. Not 
only will Jewish newspapers be used, 
but a special radio program will be 
aimed at this part of the population 
through WMCA. This program, pre- 
sented three times a week, will be in 
addition to a Columbia network 
reaching 11 Eastern cities. 

A Jewish dialect will be empha- 
sized by Eddie Goss and Isaak Glad- 
stone, featured in “Silver Voiced 
Lovers,” the local offering. German 
newspapers will also get a goodly 
share of the appropriation. 

The towel offered as a premium is 
being packed in the same container 
with Silver Dust, facilitating the 
work of the retailer and eliminating 
many of his objections to such deals. 

Though Silver Dust is sold only in 
16-ounce packages at 15 cents, intro- 
ductory copy is offering two pack- 
ages for 27 cents, with the Patex 
towel thrown in. 


Washington, D. C., May 12.—W. C. 
D’Arcy, president, D’Arcy Advertis- 
ing Company., St. Louis, today was 
elected chairman of the board of 
American Association of Advertising 


Agencies, to succeed Henry T. 
Ewald, Campbell-Ewald Company, 
Detroit. 

Arthur H. Kudner, president. 
Erwin, Wasey & Co., New York, was 
re-elected vice-president, and  E. 
Dewitt Hill, treasurer, McCann- 
Erickson, Inc., was re-elected treas- 
urer. Allen L. Billingsley, president, 


Fuller & Smith & Ross, Cleveland, 
was named secretary, succeeding G. 
Lynn Sumner, G. Lynn Sumner Com- 
pany. John Benson and Frederick 
R. Gamble will continue as president 
and executive secretary. 

New directors elected are: one 
year, Guy C. Smith, vice-president, 
Brooke, Smith & French, Inc., De- 
troit; three years, Mr. Ewald, Mr. 
Sumner, and Henry Eckhardt, presi- 
dent, Kenyon & Eckhardt, Inc., New 
York. 

The following were elected direc- 
tors representing councils: 

New York, Winthrop Hoyt, presi- 
dent, Chas. W. Hoyt+Company, Inc., 
New York. 

New England, George R. Dunham, 
Greenleaf Company, Boston. 

Philadelphia, Wilbur Van _ Sant, 
Van Sant, Dugdale & Co., Baltimore. 

Western, Merle Sidener, Sidener, 
Van Riper & Keeling, Inc., Indian- 
apolis. 

Southern, J. M. Dawson, Tracy- 
Locke-Dawson, Inc., Dallas, Texas. 


Washington, D. C., May 11.—More 
than 200 agency men from 26 states 
registered this morning at the open- 
ing session of the 16th annual con- 
vention of the American Association 
of Advertising Agencies. where they 
joined 125 invited guests, advertis- 
ers, publishers, broadcasters and 
outdoor men, to hear a galaxy of 
marketing authorities discuss the 
reactions of consumers and dealers 
in the light of recent merchandising 
developments. 

The increase in membership at- 
tendance, more than 20 _ percent 
greater than a year ago, was attrib- 
uted not only to interest in the pro 
gram, but to improved economic con- 
ditions. 

Henry T. Ewald, president of 
Campbell-Ewald Company, Detroit, 
and chairman of the board of the as- 
sociation, who presided at the morn- 
ing sessions, received the host in an 
optimistic frame of mind. In that 
portion of his opening address relat- 
ing specifically to the interests of 
members, Mr. Ewald stressed the 
vitally important role agency men 


Four A Convention 
Draws Record Group 
To Nation's Capital 


John Benson, president, American 
Association of Advertising 
Agencies. 


should play at this time in impress- 
ing consumers with the economy of 
intelligent spending. 

“Looking into the future we find 
much that is encouraging,” he said. 
“The business field presents abundant 
evidence of the constructive force of 
advertising in the relative standing 
of business institutions that have 
been able to maintain their advertis- 
ing activities during the last few 
years, as compared with those who 
have not. 

“Advertising, as a business or pro- 
fession, is faced by a great responsi- 
bility, and, I am confident, by a great 
opportunity. Advertising has not and 
cannot change economic laws. But 
it has softened the impact of these 
uncontrollable conditions.” 


Other Speakers 


Other speakers at the day’s ses- 
sions included Dr. Miller McClintock, 
director of the Albert Russel Erskine 
Bureau for Street Traffic Research, 
Harvard University; C. W. Dipman, 
editor, Grocery Trade News and The 
Progressive Grocer; Otis L. Wiese, 
editor, McCall's; Wroe Alderson, Bu- 
reau of Foreign and Domestic Com- 
merce; Daniel Eisenberg. Tepper 
Bros., Plainfield, N. J., Department 
Store; F. G. Hubbard, vice-president 
and treasurer, Fuller and Smith and 
Ross, Inc.; Shelly E. Tracy, president, 
Tracy-Locke-Dawson, Inc.; and Gil- 
bert Kinney, vice-president, J. Walter 
Thompson Company. 

Stewart L. Mims, vice-president, J. 


(Continued on Page 15) 


Lambert & Feasley 


at 7310 Woodward Ave. 


Last Minute News Flashes 


Open Detroit Office 


New York, May 12.—Lambert & Feasley. have opened a Detroit office 
Norton T. Brotherton is in charge, while continu- 
ing the activities of Brotherton, Inc., at the same address. 


K. H. Fulton Receives Association Office 
New York, May 12.—Kerwin H. 


Fulton, president, Outdoor Advertis- 


ing Incorporated, has been elected a director of the Chamber of Commerce 
of the United States. He has been placed in charge of the department 
of domestic distribution. 


FOUR A'S SEEKS 
BETTER DATA ON 


RADIO COVERAGE 


Newspaper, “Radio Reports 
Highlight of Meet 


Washington. D. C., May 11.—A 
resolution expressing sympathy with 
the announced purpose of the govern- 
ment to discourage false or unfair 
advertising was adopted by the execu- 
tive board of the American Associa- 
tion of Advertising Agencies at the 
meeting yesterday which preceded 
the opening of the two-day conven- 
tion here this morning. 

The board also considered ‘and ap- 
proved comprehensive programs on 
radio and newspaper advertising 
submitted by the committees on these 
media. The programs recommend 
the development of an independent 
bureau supported by stations, adver- 
tisers and agencies, to obtain stand- 
ardized coverage data on radio sta- 
tions, the improvement of Audit Bu- 
reau of Circulation reports to afford 
more complete and revealing data 
regarding premium and other forced 
circulation, and the adoption of 
numerous measures to curb old and 
new practices which the agency men 
consider economically unsound or un- 
fair to the advertiser. 

The board’s resolution read, “The 
American Association of Advertising 
Agencies is in sympathy with the 
purpose of the government to discour- 
age and prevent false or unfair ad- 
vertising, and will be glad to co- 
operate with any constructive legis- 
lation that does not hamper legiti- 
mate advertising and a reasonably 
persuasive appeal to the public.” 


Procedure Not Settled 


C. F. Gannon, of Erwin, Wasey & 
Co., chairman of the radio committee, 
told ADVERTISING AGE that it had not 
been decided whether the study of 
radio coverage would be delegated 
to an existing agency, such as the 
Audit Bureau of Circulations, or 
whether a new organization would be 
formed to carry on the work. He 
said that setups suggested would be 
judged primarily from the viewpoint 
of advertisers’ interests and that 
while the formation of the Bureau 
would be pushed aggressively, no 
date for the inauguration of the 
project had been set. 

As a result of the committee’s 
work the past year, Mr. Gannon 
pointed out that the slight tendencies 
toward irregularities in the sale of 
radio time, such as the offer of re- 
duced combination rates without a 
station rate breakdown and the im- 
position of a local-national differen- 
tial had been restricted. He predicted 
that as a further result of the prompt 
steps taken by the agency men and 
the cooperation extended by broad- 
casters the growth of radio would 
not be retarded by the troublesome 
issues which have affected other 
mediums. 


Text of Resolution 


The text of the radio committee’s 
program follows: 

“Develop an independent bureau, 
supported by stations, advertisers 
and agencies, to study radio coverage 
through signal strength measure- 
ments, and popularity and listening 
habits through field surveys. 

“Until the bureau is formed, to con- 
tinue the interchange of agency ex- 
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ADVERTISING AGE 


May 13, 193; 


perience with local station coverage 
throughout the country. 

“Issue and promote with the co- 
operation of the National Association 
of Broadcasters, a standard order 
blank for spot broadcasting. 


“Promote publication of all rates 
of stations in combination. 

“Promote payments by radio sta- 
tions of standard 15 per cent agency 
commission and two per cent cash 


- discount on station time. 


“Encourage formation of agency 
recognition standards by the National 
Association of Broadcasters and 
practical application of them. 

“Encourage the listing of complete 
information about radio stations in 
Radio Advertising. 

“Encourage the use of standard 
rate cards for radio by stations. 

“Protect agencies’ and advertisers’ 
interests in case of license fees or 
other charges which tend to increase 
radio costs and which might make 
the medium less productive. 

“Study and make available agency 
operating data and compensation in 
the handling of radio. 

“Favor the development of radio 
representatives.” 


Newspaper Report 


J. J. Hartigan, Campbell-Ewald 
Company, Detroit, chairman of the 


newspaper program incorporating the 
following recommendations: 

“Analyze and improve A. B. C. re 
ports to afford more complete and 
revealing data regarding premium 
and other forced circulation. 

“Extend Four A newspaper reader 
surveys. 

“Issue and promote with the Bu- 
reau of Advertising and the A. N. P. 
A. the association’s joint standard 
market and newspaper data forms. 

“Promote jointly with the A. N. P. 
A. standard column widths and page 
sizes. 

“Promote reduction of differential 
and discourage forced circulations. 

“Study and discourage uneconomic 
forced combination rates. 

“Improve contact between special 
representatives and agency media 
departments.” 


McKinney Is Promoted 


F. H. McKinney. advertising man- 
ager of Packard Motor Car Company. 
has been appointed general sales and 
advertising manager. He has been 
with the company for 20 years, and 
has been advertising manager for 
the past ten years. 


E. T. Sadler Moves 


E. T. Sadler & Co., Chicago, have 
combined their agency and print 
shop and are now located at 160 East 


Wholesale Grocers 
Oppose Misleading Copy 


The American Wholesale Grocers’ 
Association, meeting in Memphis, 
Tenn., this week, adopted resolutions 
severely condemning false and mis- 
leading advertising, selling at less 
than cost, and the practice of manu- 
facturers and jobbers selling factory 
agents merchandise at lower figures 
than those demanded of retailers. 

The association also went on 
record as approving legislation now 
pending in Congress to promote 
agreements among business men 
which would allow them to solve 
their industry’s problems, and de- 
plored the fact that state and local 
governments have not followed suit. 


Amalgamated Starts 


Broadcasting Soon 

Amalgamated Broadcasting Sys- 
tem, New York, the third radio chain, 
will begin to function within 30 days, 
when the new quarters at 501 Madi- 
son Ave. are completed, according to 
the announcement of Ed Wynn, 
president. 

The chain has formed an advisory 
board representative of all phases of 
public and commercial life to pass 
on the good taste of its broadcasts. 
A feature of the Amalgamated pro- 
grams will be the presentation of 
full-length dramatic and _ operatic 


newspaper committee, presented a' Illinois street. 


successes. 


WHAT 


35 years 


OF EDITING 


HAS TAUGHT 


BERNARR MACFADDEN 


@ In discussing Physical Culture Maga- 

zine recently with Mr. Macfadden, the 
editor since its first issue in 1898, he com- 
mented : 

“It seems almost like only yesterday 
when I made up the final forms of the first 
issue of Physical Culture and told Irving, 
the foreman of the Composing Room, ‘okay 
—shoot.’ 

“Years have passed quickly because my 
days have been crammed with fruitful, en- 
joyable, absorbing editorial tasks. And 
there’s no greater satisfaction to an editor 
than rendering a real service to readers who 
desire it and appreciate your efforts in their 
behalf. Especially when that help pertains 
to a reader’s personal problems—to his own 
family relationships. 

“In 35 years of editing, I have found 
that the one outstanding thing readers are 
most interested in is their own intimate 
personal problems and how to solve them. 
National elections, inflation of the cur- 
rency, the latest war in China may make 
the front pages, but what the average 
reader is really concerned with is some 
problem pertaining directly to his own wel- 
fare and happiness. 

“That personal problem may be health, 
beauty, diet, psychological—anything or 
everything that makes or mars a happy 
home and business life. Help your reader 
solve that problem and you capture that 
which every editor from Mr. Brisbane to 
the editor-in-chief of the high school 
monthly strives for—continued reader loy- 
alty and support. 

“For a magazine to be a successful me- 
dium for advertising, there is no substitute 


AN ADVERTISEMENT FOR PHYSICAL CULTURE MAGAZINE 


es 


for reader loyalty and support. I, as its 
editor for more than 35 years, can testify 
Physical Culture has reader loyalty and 
support. Through the years, men and 
women have written their troubles to their 
loyal friend, Physical Culture. And Physi- 
cal Culture, like a tried and true friend, 
has never yet let them down. Regardless 
of what their personal problems were, 
Physical Culture has helped its readers to 
solve them.” 


To meet the needs of these ioyal quarter 
of a million readers—the pages of every 
issue of Physical Culture are filled with 
absorbingly interesting, infinitely helpful 
features, articles and human-interest stories 
told in the first person. Intimate human 
documents, every one. All editorial mate- 
rial that makes for reader loyalty, circula- 
tion among the right folks, and a magazine 
that any editor would be proud to let even 
the most critical among you advertising 
men sit in Judgment upon. 


ado 


FORD'S LETTER 
RAISES HOPES 
OF PUBLISHERS 


Advertising Plans, If Any, 
Remain Mystery 


Detroit, Mich. May 11.—The 
Henry Ford advertising puzzle, 
which seemed near a solution this 
week with the publication in a gen- 
eral list of daily and weekly news- 
papers of an open letter from the 
motor magnate declaring his faith 
in the future, remained for the most 
part still an enigma in the minds 
of the country’s publishers. 

Aside from a general statement 
that the company expects to con- 
tinue use of newspapers, no official 
or unofficial indication as to “when” 
or “where” was forthcoming. 

“There may be a series of letters,” 
Ford officials stated; “but how often 
they will appear, or when the next 
one will be published, if there is a 
next one, we cannot say. If more 
are run, only newspapers, daily and 
weekly, will be used.” 

Although it was reliably reported 
that the series will consist of four 
letters, newspapers which received 
copy of this week’s letter just in 
time to run it, were in the dark as 
to when to expect future copy, or 
whether they would receive any at 
all. 

Ford advertising men refused en- 
lightenment on the subject. The 
Detroit office of N. W. Ayer & Son, 
Inc., which placed the first copy, said 
they were totally without informa- 
tion on the subject. 


Great Gobs of Silence 

Asked whether product advertis- 
ing, introducing Ford's long-expected 
lower-price model, would follow the 
“comments on conditions,” Ford offi- 
cials stated that “these letters have 
absolutely no connection with any 
new car.” The trade anticipates a 
new model introduction some time 
this month. 

This week’s copy, in which Mr. 
Ford said, “the best thing I can do 
for the country is to create industry 
by building good motor cars,” was 
the first to come out of Dearborn in 
almost a year. Last June, Ford ran 
an extensive series of personal mes- 
sages in newspapers, magazines and 
farm papers, urging a “back to the 
farm” movement as a solution to the 
country’s ills. No advertising what- 
ever had appeared over the Ford 
name since then. 

Early in February of this year, at 
the time of the introduction of the 
1933 model, a “no national adver- 
tising’” policy was announced, and 
dealers were informed that they 
would have to carry the whole adver- 
tising load. Whether the company’s 
policy will now be changed to in- 
clude national advertising on auto- 
mobiles remains to be seen. 


Aid to Publicity 


The letter which first appeared 
Tuesday touched off an immediate 
flare of publicity that was said to 
be highly satisfying to Ford officials 
and dealers alike. With the stringent 
“no national advertising’ rule in 
effect for the past three months, and 
dealers placing very little local copy, 
pictures of Ford cars and news 
stories dealing with Dearborn auto- 
motive activities were conspicuously 
absent from the pages of the na- 
tion’s press. Local comment has it 
that the letters are as much a bid 
for the good will of the press as 
they are an effort to put across Mr. 
Ford’s personal ideas. 

The letter, which appeared over 
Mr. Ford’s signature, was dated at 
Dearborn, Mich., May 9, and said: 


Text of Letter 


“A great thing has occurred 
amongst us. We have made a com- 
plete turnaround and at last Ameri- 
ca’s face is toward the future. 

“Three years—1929 to 1932—we 
Americans looked backward. All 


re 
our old financial and political mg 
chinery was geared to pull us Out of 
the depression by the same dog, 
through which we entered. Wy, 
thought it simply a case of Boing 
back the way we came. It failed 
We now realize that the way out } 
forward—through it. 

“Thanks for that belongs to Pregj. 
dent Roosevelt. Inauguration day hy 
turned the ship of state around 
Having observed the failure of sip. 
cere efforts to haul us back the way 
we came, he designed a new methog 
—new political and financial machip. 
ery—to pull us out the way we an 
going—forward. 

“And now we all look to what jg 
coming; we grow less and less cop. 
cerned with what is behind. We ar 
looking for a hand hold on the hay 
rope. Every man wants to do what 
he can and all he can. 

“The best thing I can do for the 
country is to create industry by 
building good motor cars. If I kney 
anything better to do I would do it 
Industry must be my contribution, 
Motor cars are so much a part of 
the nation’s daily life that if they lag 
behind they hold the country back.” 


Copy in Canada 


Windsor, Ont., May 11.—Ford Mo 
tor Company of Canada will break 
its year’s advertising silence next 
week when it launches a ten weeks’ 
campaign for present models with 
800-line copy in all leading daily 
newspapers in the Dominion. There 
will be one advertisement a week. 

Copy, according to E. F. Millard, 
advertising manager, will not deal 
with “current problems,” as did that 
released by Henry Ford in_ the 
United States this week, nor will it 
be institutional. It will be straight 
selling copy, and will be devoted en 
tirely to the car. 

Wallace R. Campbell, president of 
Ford of Canada, said the campaign 
was prompted by the recent trade 
upturn. He reiterated the faith ex: 
pressed by the American Ford organ: 
ization in advertising as a sales aid. 

The Detroit office of N. W. Ayer 
& Son, Ine., which placed. Henry 
Ford’s open letters in United States 
newspapers this week, is also in 
charge of the Canadian campaign. 


Henry Morganthau, Jr. 
Talks to N. Y. Club 


Encouragement of cooperative mar- 
keting enterprises will be con 
tinued by governmental agencies 
under his direction, Henry Morgan 
thau, Jr., chairman of the Federal 
Farm Board and governor-designate 
of the Farm Credit Administration, 
told members of the Advertising Club 
ot New York, May 10. 

The policy of the new administra’ 
tion will be directed toward orderly 
selling and the development of sound 
business policies by the cooperatives, 
rather than to causing commodities 
to be withheld from the market, he 
said. 


C. C. Lane Heads 
Publishers’ Group 


Cc. C. Lane, business manager of 
the New York Evening Post, is the 
new chairman of the Publishers’ As 
sociation of New York City. 

Victor Ridder, Staats-Herold Cor: 
poration, is vice-chairman; J. 


Barnhart, business manager of the 
Daily News, treasurer; and I. B. 
Palmer, general manager of the 
American Newspaper Publishers’ As 
sociation, was re-elected secretary. 


Sunny Jim Gives Prizes 
for Best Jingle Lin 


Hecker H-O Company, Buffalo, has 
launched a large-space newspape 
drive featuring a $10,000 contest fo 
the best last lines for jingles to re 
introduce its cold cereal, Force. 

The jingles, which also bring bac 
that famous advertising character) 
Sunny Jim, are being printed minu 
a last line in a large list of news 
papers in eastern cities. Erwin, 
Wasey & Co. are in charge. 


Academy to Advertise 


Riverside Military Academy of 
Gainesville, Ga., and Hollywood-by- 
the-Sea, Fla., has placed its account 
with Johnson-Dallis Company, At 
lanta. Magazines and newspapers 
will be used. 
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MAGAZINE 
NEWSSTAND CIRCULATION 


Seven Leading Women’s 
Magazines 


etn Newsstand 
, Circulation 


pone nen by issue, news- 
stand sale rechecks 
reader interest and 


True Story McCall’s W.H.Comp. L.H. Jour. G. House. Pic. Rev. Delin. 


inistra Newsstand 1,652,110 915,708 525,976 470,887 451,868 366,367 289,524 


orderly reader willingness to 


rodities spend. True Story 
ket, he 
Magazine has the larg- 


est newsstand sale of fp Moment circulation changes with the changing times—reflects immediately 
impaired buying power, increased unemployment, bank holidays. 


%of Trt 84 387 207 84 25 ~§=6 169 13.1 


2nd six months 1932 —last comparative figures. 


sroup 
f e 
‘i the any magazine,monthly Our predominant newsstand sale assures the advertiser salable prospects. 


ers’ As; k ° Our rate policy assures him value received; average net paid for the issues 
ld Cor- or wee ly, at any price. used must equal the guarantee or refund pro rata. 
i. 
of the 
-_—a 
of the 


“iw True Story Offers the National Advertiser Seeking Volume Sales 


A 


zes 
Lin Youth New Field Coverage Economy 
pee True Story reaches young, True Story’s distinct edi- where your volume lies. ** True Story’s page per 
test fo married women—78 out torial policy has devel- Tree S other thousand rate is from 
ag re) of every 100 True Story oped a new group of mag- Ries ami 27% to 37% lower than 
oP ad wemen eve tmethes.* A azine readers. Only 5% Wage-Earners .....:46.6 %o o.00-+-.25-1 % other women’s maga- 
a long term market, heavy duplication with other pi eta sii es _ zines.*** Your advertis- 
f news consumption, frequent women’s magazines. * Salesmen, ing dollar makes more 
Erwin, turnover. i Segue 40.2 sales in True Story. 
tise SOURCES: * “Analysis of the Circulation of True Story”, by the Association of National Advertisers. 

f ** “Current Buying Indices of Magazine Readers”, Percival White, Inc. 
seal *** Standard Rate & Data, April 1933 issue. 
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Installing Window Displays 


The window display has become so 
important and well recognized a de- 
partment of the national advertiser’s 
sales promotional activities that the 
plan of having expert service in in- 
stallation work is now readily ac- 
cepted. 

Much of the undoubted waste 
which has been recorded heretofore 
in the use of material of this kind 
has been due to lack of system in 
arranging for actual installation. 
Assuming that the display, provided 
it was attractive, would get itself 
installed in the dealer’s window 
without further effort on the part of 
the advertiser has proved to be en- 
tirely too optimistic a view of the 
actual situation. 

Fortunately window display work 
is now organized on a business-like 
basis, with facilities in every city of 
consequence for taking care of the 
advertiser’s requirements. When 
service of this kind is employed, a 
definite record can be provided, indi- 
eating the stores in which displays 
have been installed, the length of 
time the installation is maintained, 
and the approximate traffic to which 
the advertiser is thus given access. 

With this sort of detailed analysis 
of the window display job, it is put 
on a sound and effective basis, and 
the advertiser is assured of getting 
at least a dollar’s worth of value out 
of each dollar expended for material. 

The old system of spending a lot 
of money and time in the planning 
and production of displays, and little 


or nothing for installation service, 
was obviously weak, because the 
waste of costly material was so great 
as to reduce the net value of the 
investment. With reasonable care in 
the selection of those who assume 
responsibility for installations, waste 
can be almost entirely eliminated, 
and coverage of buying groups made 
to coincide with distribution and 
with sales opportunities. 

One of the leading brewers, who is 
again seeking public preference for 
a brand which was in high favor 
before prohibition, recently told of 
the emphasis which his new sales 
promotion program will place upon 
store displays, including window ma- 
terial and counter and wall litho- 
graphs. Instead of either sending 
the material with the goods, or put- 
ting the responsibility of installation 
upon the shoulders of busy salesmen, 
he has arranged to have this job 
handled by outside organizations, 
which specialize in this field and 
have expert facilities for satisfactory 
installation and maintenance. 

A number of leading national ad- 
vertisers are now spending $1,000,000 
or more each year for window dis- 
plays and similar point-of-sale mate- 
rial. With investments of this size to 
protect, and with the need of dealer 
identification so evident, the proper 
organization of the installation job 
becomes a matter of real importance 
to every executive responsible for 
results. 


Pre-Testing Sales Ideas 


The pre-test or laboratory method 
of determining the value of sales and 
advertising ideas is becoming stand- 
ard practice on the part of many 
manufacturers whose operations are 
so large as to make a slight differ- 
ence in effectiveness a matter of real 
importance. 

When choosing between two appar- 
ently good ideas, both of which have 
advantages which appeal to the ad 
vertiser, there is no way to deter- 
mine which will be the more profi- 
table except by actual trial. The 
best advertising and merchandising 
experts in the country must admit 
that testing is the only successful 
method of avoiding error. 

That is why advertisers are 
anxious, on the one hand, to try out 
all good ideas which are submitted 
to them, and on the other to elimi- 
nate those which are unprofitable. 
The trial-and-error system may not 
be as scientific as some would like, 
but it is one sure way to avoid loss 
of both time and money. Several 
plans can be tested out at the same 
time, in ifferent cities, and in a 
short time the plan best suited to 
the time and to the conditions can 


be determined by actual sales results. 
No one plan, no matter how good, 
can be assumed to be the best possi- 
ble plan for the promotion of a given 
product. That is why few advertisers 
are content to rest on their oars and 
to use any plan which has produced 
reasonably well in the past. With 
competition for the consumer’s dollar 
keener than ever, even though busi- 
ness improvement may increase the 
amount available for expenditure, 
there is every reason to be interested 
in good advertising and sales ideas, 
and an equally good reason for try- 
ing them out before committing the 
company to expenditures based on 
their use on a national scale. 
Pre-testing, incidentally, gives an 
opportunity to determine the best 
copy appeals, as well as the most 
productive sales and advertising 
ideas. Copy-testing is having a great 
vogue at present because of the 
necessity for getting maximum re- 
turns, and while it is true that com. 
parisons cannot always be made ex- 
actly unless similar conditions pre- 
vail, results from several pieces of 
copy run simultaneously in different 
areas are suggestive, to say the least. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 502. The Northern California 
Market, 

A wealth of information on market 
conditions in northern California, 


particularly in “Interior California,” 
the territory served by Sacramento 
Bee, Fresno Bee Republican and Mo- 
desto News-Herald. Published by 
James McClatchy Publishing Com- 
pany, owner of these publications, 
and compiled by O’Mara & Ormsbee, 
Inc., their national representatives. 

No 


No. 501. Suburban 


Compler. 

A folder containing reproductions 
of a series of advertisements for 
New York World-Telegram pointing 
out the difference between suburb- 
anites and residents of greater New 
York City from the standpoint of 
sales by New York stores. 


We Have 


No. 471. How Much for “Point of 


Purchase”? 


A concise and complete discussion 
of the part played by. point of pur- 
chase material in the selling plan, 
with particular reference to the value 
of Neon signs. Published by Neon 
Products, Inc., Lima, O. 


No. 438. WLW-—“The Nation’s Sta- 
tion.” 


This unusual envelope-folder might 
well be called “proofs,” since much 
of the material in it consists of fac- 
simile reproductions of letters com- 
menting on the results derived from 
commercial broadcasting over WLW, 
Cincinnati. Other interesting ma- 
terial in the folder gives WLW cov- 
erage and circulation, analyzes mail 
response to individual programs, 
gives much valuable information 
about the station and outlines the 
services of the station’s sales promo- 
tion department. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 470. Why KSO Sells Goods in 
Des Moines. 


Valuable information about the 
selling job done by KSO, Des Moines, 
Ia., “lusty offspring of the Register 
and Tribune.” Contains details of a 
telephone survey of 5,000 Des Moines 
homes, including number with radios, 
station preferences, etc. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 

No. 368. The Open Road for Boys 
Magazine Tells Its Story. 


This fifty-four page brochure is 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence cn future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and _ interesting 
analysis of the boy market. 


SOME ONE HAS PUT THE INDIAN SIGN ON HIM 


a 
—— 


"An' if | sell twenty bottles of bluing | get an Indian suit!" 


—Judge. 


Latest Entry in Coupon 
Contest Is 40 Years Old 


To the Editor: Several recent is- 
sues of ADVERTISING AGE have carried 
articles relative to returns from ad- 
vertisements that have appeared 
many years ago, showing that the 
life of a publication is many times 
greater than the month for which a 
particular issue is current. 

I think you will be interested in 
the photostatic copy of a letter from 


Plane LAT mat hE Sar as 4A I OLA Juthmn Fire ) 


H. F. Twomey, sales manager of Jor- 
dan Marsh Company, Boston, Mass. 

In this particular case Charles 
Whitehill of 31 N. Arkansas Ave., 
Atlantic City, N. J., tore the Jordan 
Marsh Company page from the Oc- 
tober, 1893, Ladies’ Home Journal 
and ordered a pair of shoes from the 
advertisement. The most interesting 
part of this is that the sale was ac 
tually made. 

I thought you might like to have 
this to add to your collection of can- 
didates for oldest honors for adver- 
tising returns. 

Ray H. Haun, 


Manager, Ladies’ Home 
Journal, Philadelphia, Pa. 


¥ FF F 


Insurance Man Takes 


Issue With Copy Cub 


To the Editor: I regretted to note 
the last paragraph in “Rough 
Proofs” in your April 22 issue. It is 
incorrect in the first place, and in 
the second place it is ridiculous to 
print such an item as it will do no 
good. 

Any large first-class life insurance 
company is today granting loans on 
policies where the need for money is 
legitimate. The only restriction is 
that money can not be withdrawn for 
speculative purposes. Where an in- 
dividual has a definite need, such as 
payment of taxes, notes due at the 
bank, food and clothing, and other 
necessities of life, loans are being 
made promptly. 

As far as cash payments of poli- 
cies go, death claims are being paid 
at once. The company I represent 


has in the past and is still paying all 


Voice of the Advertiser 


death claims. An average of 98 per 
cent of the claims are being paid 24 
hours after proof of death is received 
at the home office. 

Annuity payments and all other 
payments due on policies as part of 
the contractual rights under the 
policy are being paid promptly. 

The restrictions were not put into 
effect because the large companies 
wanted them, but to protect industry 
as a whole. 

Sincerely, 
Rosert L, FELDMAN, 
Head of Advertising Department, 
Edward A. Woods Company, 
Pittsburgh. 


— - 


Robbins Comments on 
Piracy of Ideas 

To the Editor: We wish to extend 
our own thanks and the thanks of 
the many other firms in our line of 
business, for the editorial headed 
“How To Buy Advertising Service” 
which appeared in the April 22 issue 
of ADVERTISING AGE. p 

In our own experience, we have’ 
many times submitted original ideas 
to large national advertisers, involv- 
ing the use of some advertising nov- 
elty which we supply. You can 
imagine our chagrin when, after 
going to the trouble and expense of 
getting up art work or submitting 
handmade samples, we find that the 
advertising department of some of 
these large concerns decide to use the | 
item or idea, but instead of buying 
it from us, sends our samples to their 
purchasing department which uses 
them to shop around for a lower 
price. 

This abuse during the past few 
years has caused us to refrain from. 
submitting sales promotion ideas to 
a number of the larger national ad- 
vertisers. 

The problem which faces all con- 
cerns in our line of business is how 
to secure compensation for ideas that 
are pirated. It is practically im- 
possible to patent or copyright an 
idea of this sort, particularly when 
it involves practical merchandise 
which may be purchased from a) 
number of different sources at vary: 
ing prices. 

We would be glad to hear from you 
or from other firms making sales- 
promotion specialties with sugges- 
tions as to how this evil may be 
remedied. 


A. ROBBINS, 
President, Alfred Robbins Organi- 
zation, New York. 


¥, F 


All Are Readers 


To the Editor: All the principal 
men in this agency are reading Ap- 
VERTISING AGE, and they seem to join 
me in the impresion that it gives the 
livest and best news they can obtain. 
I have read it myself since the first 
issue and have never failed to find 
it interesting and helpful. 


Pau. RICHEY, 
President, Russel M. Seeds 
Company, Indianapolis, Ind. 


af . en) May 
Pee ie ——————EOO—————————————————————————————————————————————————————————— — 
ee l — 

| a La 
: : |. 
| 
ee 
EE CSRS y=) 
ee | f 
F Le . W 
ma as oA _ i 
a Se | Y) i —/ * Ty | 4 

te, | " ‘9 “a . 

a Meiks a7 
fees ee Po s on ad 4 
iggy ————. q$e__ - um q— ¢ S 4 ig . = 
ela ee | ime out — = 
oe SS | Los +. : ae = 
ee oe | — = ’ ‘ 

ae | et i 4 \ = 
as Se — 2 e 
es so —EE——————— —— | , AR 
eae [* { A 4 a 
= ae a patentee, ee 
a era ey 
SE a”. 
ee a 

< a as Pe oa a, 

3 a5650u0e0eo€oa”—Nwa@as*s#w@$saom9aS—™— — wwweeee“RN“RRRS q "3 
RON OR ¥ A 
one ae 
Se Ez 
Be “ 
Ls LEAL ALE RESET LED LEER AEDT PLEA A SELES TON R OEE 
A | Po i 
lee 
ne | ih 
ae . 
Fe 
| | ) 
| ‘| 
i Bs Lh 
we | ZB 
en | | wy 
ae JORDAN, MARSH & C0. BOSTON, MASS. } | 5 
ai eee r! 1 tart Our catemen § | | ol 
ie ‘Our Mail Order Patrons veey (Tem enue tp 
se jr MMe a aN | ei 
qe ' SESE So sS ec) Ae 
A ae woes Se SSS a 4 
$e a eae | tte ene ane | come oie | eee me : 
i : od A i he : 

7 Be Ae ha 
eRe oh a4 eet a = Ire s ee ae 
sey a Cececl } aed 9 | ry , sue Bay : 
Gis «. Be 9. =| gn a egg 
ingens See rere Aaa as Bee 
te : tot aN eR | ee Sr | EP 23 
i. Se an ie ae 

: SS hy zuct 3) oe) ™ om cece ie — 

pee er Wy! oe <= 
a Ti at c 
ie ob ea = ee ae = 
ie oo dee oR Bee =: 
Cag MBS > = pe SS 
a a | Re oh ies =e (Ay pak end 

ey iH Jeo : 
biees | ES ee dl (ee ; 
= el Y pases Se oot 
ae arty wo ones eer ae m 

es. Alte ; ES ewead {| — kot 3 
oe pd ak Saal | 
re y i a / ph.tehte —3/ aba gt. banka fob 4 | 
Pera a | b 
caries 
re ——————_—EE—E—EE 
| 
| 

o ac Se - x 
as oe 
: :¢e ary. ee 

Mae: a 
ss a 
x ae | 

_ _ : 
| 

2s oe Ad iyo ee bs tiee Se ere ee Pokey ee anes eum Uren Mice Jira? asa g na ee Peri ent Ee ; Megha ¢ tet 2 7 eo a a a a ef“ Ep eee chee er ee 3 Beat cnet 
De eye eae ork faaen tia ae Ed np Misa eat kame sia tk Silas? I ed eee tia ci a Cee ede al ao de + Jig ae cn eee a po fee eae 
‘etd Diesen sk Reo tenn Sy (DA aoe 2D ee ses ae he ES CREAT ar 2, ees | Cees a & 2 ok wigs tert = gins esd ey Tes Sees ie eat Sgt = if eis Saas te is bs a be age ae ey | ek ae RET a ae a a, NOG See eee ae Se ee 
se nee a lg ay cee eas aa yn eg ae Ng Sa eee Pe aie shia. 7 aa eee species Bee en ee ee eee ee eee te ee 


1933 May 13, 1933 ADVERTISING AGE 


1805. The Austrians are massing at Austerlitz. Across the channel Britain 
watches in grim silence. The future of Napoleon’s power depends on his 
next move. Shall he divide his forces? Or concentrate? Fifteen days later 
Austerlitz has been fought and won. Napoleon, supreme strategist, knew 
that victory comes to those who concentrate on their key objective. 
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A new feeling of hope is in the air. How can the advertiser take full advan- 
tage of present, rapidly improving conditions? From the strategists of the 
past comes one important message, to the business leaders of the present: 
“First, choose your key objective. Then mass your forces to take this key 


objective in a concentrated attack.” 
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@ Not since the turn of the century has there 
been such a deep interest in home life as 
exists today. Under the stress of economic 
conditions the American family has again 
become a compact group. 

To the advertising strategist this return to 
family life presents a new opportunity. And 
it re-emphasizes the far reaching sales influ- 
ence of a great advertising medium — THE 
AMERICAN MAGAZINE. 

Each month more than 1,800,000 family 
groups read THE AMERICAN MAGAZINE. 


1 SEE THE AMERICAN 
MAGAZINE CARRIES OUR 
HEAVIEST APPROPRIATION 


YES, IT REACHES OUR KEY 
OBJECTIVE... 
THE FAMILY ‘BUYING COUNCIL” 


Fathers, mothers, sons and daughters find 
here an interpretation of the rapidly chang- 
ing conditions under which they must live 
and work...and an equally important inter- 
pretation of those products whose purchase 
is more than ever the result of discussion in 
“family council.” 

That is why the wise advertising strategist 
is placing THE AMERICAN MAGAZINE first 
on his list. Here, with a minimum expendi- 
ture, he can concentrate on his key objective 
...the American family. 
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GENERAL SELLS 
NEW VISION OF 


CAREFREE DAYS 


Famous White Car Again Used 
As Foil 


Akron, O., May 11.—Making a bold 
bid for the new car market as well 
as replacement buying, General Tire 
and Rubber Company has opened 
what is in many respects the most 
unusual campaign in its long history. 
The new General Dual Balloon and 
new Streamline Jumbo are being 
featured. 


The advertising is geared to the 
new and optimistic public psychol- 
ogy which the company now sees 
prevalent. Color pages in magazines 
will show carefree youth at play in 
its summer haunts, usually accom 
panied by a gleaming white automo- 
bile on which the black extra Gen- 
eral tire stands out like a search- 
light. 


This technique, incidentally, marks 
a reversion to the style which made 
General advertising so distinctive a 
few years back. The snow-white car 
was abandoned as a prop for a time, 
but is now resuming its place as a 
trade-mark almost as well known as 
the name “General” itself. 


These color pages will appear 
monthly in Fortune, Life, National 
Geographic, New Yorker, Saturday 
Evening Post and Time. As the 
summer wears on and vacation be- 
comes the foremost topic of the sea- 
son, they will be seen weekly in one 
or two of the magazines on the list. 

Newspaper copy will be placed in 
principal cities in cooperation with 
dealers. 


Re-employ Workers 


General Tire and Rubber Company 
was one of the first to feel the up- 
sweep of business and it did not fail 
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STRESSES SMART APPEARANCE OF JUMBOS 


Bat 


—. 
GENERAL 
chreamline..| 


the trend toward run- 
ning magazine copy up and down the page instead of across. 


te make capital of that fact. When 
the company summoned hundreds of 
employes back to work last week in 
accordance with its new rule of day 
and night operation with six four- 
hour shifts, newspaper men were on 
hand to flash the tidings to their 
papers. 

Factory whistles blew for an hour 
and cigars and candy were passed 
out to the 2,000 men who produce 
General Tires. These and other 
events were duly chronicled by the 
Akron papers, which reported that 
General was the first rubber com- 
pany to resume a full production 
basis. Cleveland dailies took up the 
refrain with front-page _ stories, 
while at least one news service put 
the tidings on the wires. 


General advertising is to consist of 
90 per cent illustration and only 10 
per cent talk. This ratio will be 
changed oecasfonaly to permit an ex- 
position of the technical reasons for 
the excellence of the new tires. The 


The Des Moines Register and Tribune 


CIRCULATION 
EXCEEDS 1929 


The Des Moines Register and Trib- 
une’s average paid circulation, both 
daily and Sunday, for the six months 
ending March 31, 1933, is substantially 
greater than for the same period in the 
late lamented year 1929. 


NO PREMIUMS 


While we are on the subject, the 4-A’s 


and A. N. 


A.’s may be glad to know 


that no premiums, no insurance policy 


tie-ups, 


no circulation contests, 


no 


Sunday bull dogs were used. 


READER 


INTEREST 


Editorial merit (the quality that led 
Dr. Gallup to call The Des Moines 
Register and Tribune America’s best 
read newspaper) plus the largest ex- 
clusive home delivery carrier organiza- 
tion in the world, are alone responsible. 


The Des Moines 
Register and Tribune 


234,139 Daily 


A. B.C. 


208,122 Sunday 


Streamline Jumbo, it will be ex- 
plained, gets is name from the fact 
that while it is built wider at the 
base or rim than at any other point, 
the tread is no wider than regular 
balloons. 


Stress Freedom from Care 


“So when you buy your new car,” 
the company will point out signifi- 
cantly, “your dealer will be glad to 
arrange a change-over to General 
Jumbos. It can be done quickly at 
surprisingly little cost.” 

For the most part, however, Gen- 
eral Tires are going to appeal more 
strongly to emotion than to reason 
with advertisers showing their own- 
ers devoting their energy to enjoy- 
ing life rather than worrying about 
tires. 

This atmosphere wil be accentu- 
ated with such headlines as “Just 
going along for the ride,” the refer- 
ence being to the big black spare 
which dominates the foreground, and 
“The ‘Four Hundred’ now number 
millions.” This subtly points out 
that large numbers are now enjoying 
a product once possesed by a lucky 
few. 

D’Arecy Advertising Company, St. 
Louis, is in charge of the campaign. 


Visual Presentations 


for Salesmen Studied 


National Industrial Advertisers’ 
Association, 537 S. Dearborn St., Chi- 
cago, has just issued “Visual Pres- 
entations for Industrial Salesmen,” 
a 22-page illustrated report which 
discusses material designed for use 
by salesmen in interviewing pros- 
pects, actual samples or miniatures 
of the product reproduced by print- 
ing, planographing or mimeograph- 
ing. 

The practices of 26 companies cov- 
ering a wide range of products are 
discussed, acompanied in many cases 
by illustrations of the material, and 
by data indicating the results. Copies 
are available from the association at 
50 cents each. 


Nichols Meuds New Office 


Frederick H. Nichols, an executive 
in the New York office of Batten, 
Barton, Durstine & Osborn, has been 
appointed manager of the company’s 
newly opened Kansas City, Mo., of 
Charles G. Lindsay, also for- 
merly with the New York office, will 
be associated with Mr. Nichols as 
account representative. 


fice. 


Two for Sun 


Advertising of Reynolds Spring 
Company, Jackson, Mich., maker of 
Bonnyware and molded plastics, and 
of Yardman, Inc., Jackson, maker of 
garden machinery, has been placed 
with Sun Advertising Company, To- 
ledo, O. Trade papers and direct 
mail will be used for both accounts. 


Gets Starline Account 


Starline, Inc., Harvard, IIl., for- 
merly Hunt-Helm-Ferris & Co., 
maker of equipment for farms. has 
placed its advertising with Reincke- 
Ellis-Younggreen & Finn, Inc., Chi- 
cago. Magazines, farm papers and 


direct mail will be used. 


PROHIBIT PRICE 
MENTIONS OVER 
IR IN CANADA 


Commission Issues Regula- 
tions on Copy 


Toronto, Ont., May 11.—All refer- 
ences to prices in the commercial 
continuities of advertisers using Ca- 
nadian radio facilities are prohibited 
under the regulations made public 
this week by the Canadian Radio 
Broadcasting Commission and ap- 
proved by the Dominion cabinet. The 
amount of advertising is limited to 
five per cent of the program time, 
except when special permission to 
exceed this limit is granted by the 
commission. 

Under the regulations no station 
is permitted to broadcast advertising 
spot announcements between the 
hours of 7:30 and 11 in the evening. 
No such announcements may exceed 
100 words in letigth at any time, nor 
total more than three minutes in any 
hour. 

Electrical transcriptions or records 
designed for broadcast advertising 
may not be broadcast more than 
once from any one station, and me- 
chanical reproductions of any type 
must be announced as such before 
they are put on the air. 

The commission also reserves the 
right to prohibit the broadcasting of 
any matter “until the continuity or 
record or transcription or both have 
been submitted to the commission for 
examination and have been approved 
by them.” Broadcasting of abusive or 
defamatory statements with regard 
to individuals or institutions, or of 
statements contrary to the purpose 
of existing legislation, is forbidden. 


Must Submit Programs 


It is also provided in the regula- 
tions that programs shall be filed 
weekly with the commission. Sta- 
tions broadcasting sustaining pro- 
grams originating outside of Canada 
must, when requested to do so by the 
commission, give priority to pro- 
grams originating in Canada. 

They must also, upon request of 
the commission, give right of way 
to such programs as are, in the 
opinion of the commission, of na- 
tional interest. The use of recorded 
programs, either by phonograph or 
gramophone records, must be con- 
fined to such hours as may be al- 
lowed to each station by the com. 
mission. 


Canadian Business 
Publications Merge 


MacLean Publishing Company, 
Toronto, has purchased three publi- 
eations from Fisher Publishing Com- 
pany, also of Toronto, which will be 
consolidated with three MacLean 
publications. Fisher’s Better Auto- 
motive Equipment will be merged 
with MacLean’s Canadian Automo- 
tive Trade, Fisher’s Machinery Guide 
with Canadian Machinery and Man- 
ufacturing News, and Heat and 
Power with Modern Power and En- 
gineering. 

Fisher Publishing Company will 
continue to publish Canadian Office, 
Canadian Hotel Review, and Elec- 
trical Canada. 


Names Jimm Daugherty 


Advertising of Barry-Wehmiller 
Machinery Company, St. Louis, 
maker of conveyors for bottles, has 
been placed with Jimm Daugherty, 
Inc., St. Louis. Trade papers are 
being used. 


Firestone Joins Allied 


Allan L. Firestone advertising 
agency, St. Paul, Minn., has joined 
Allied Service Agencies Network, a 
group of independently owned agen- 
cies throughout the country. 


Issues Special Edition 


A souvenir world’s fair edition of 
Sporting Goods Journal, Chicago, 
featuring sport and athletic events 
during the fair. will be issued June 1. 


—e 
———— 


Group Comes to 


Railroads’ Aid 
With Co-op Copy 


St. Louis, Mo., May 11.—One of the 
largest concerted movements by or. 
ganizations who are not directly 
concerned with the operations of 
railroads to create a sympathetic un. 
derstanding of the problems facing 
railroad operators was initiated with 
copy occupying a full page in the 
St. Louis Star and Times for May 3. 

Under the heading, “Our Reail- 
ways: Their Success Is the Success 
otf Industry,” the problems and dif. 
ficulties of the country’s major trans- 
portation systems are outlined in 
copy signed and paid for by 60 Mis- 
souri industrial and labor groups. 

The campaign will comprise a total 
of 16 insertions in the Star and 
Times, some occupying full-page 
space, as did the introductory copy, 
while others will be six full columns. 

One advertisement in the series 
will be illustrated with two rope 
bound human hands lifted, with the 
invocation, “Untie the hands of the 
railroads.” Copy will point out the 
many regulations not affecting other 
industries with which the railroads 
must contend. Another piece of copy 
will show a baby chick peeping out 
of its shell, and will assert that “the 
railroads need a new start in life.” 

The individuals and groups under- 
writing the campaign are engaged in 
many lines of activity and include 
manufacturers’ agents, envelope 
companies, paint, steel and lum- 
ber interests, labor unions, trucking 
companies, cigar dealers, chemical 
companies, coal dealers, hauling and 
trucking services, etc. 


Rush Financial 
Bill in Spite 
Of Opposition 


Washington, D. C., May 10.—In 
spite of pleas for further delay by the 
Investment Bankers’ Association of 
America, the Senate passed its bill 
for the regulation of advertising of 
securities to be sold in interstate 
commerce. 


The bill differs slightly from that — 


passed by the House last week. Va- 
riations in the two measures wil be 
compromised within a few days and 
the bill presented to the President 
for his signature, it is predicted. 

The two bills are equally unwork- 
able, in the opinion of Frank M. Gor- 
don, president of the I. B. A. A., who 
is supported in this attitude by the 
Chamber of Commerce of the United 
States. A letter explaining the views 
of the Chamber is being dispatched 
to all members. 

Mr. Gordon’s chief complaint is 
that the wholesale liability clause, 
which was the most objectionable 
feature of the House bill, is included 
in the draft approved by the Senate. 

He dubbed the legislation as “un- 
reasonable interference with honest 
business at a time when recovery 
from the depression depends on facil- 
itating the flow of investment.” 

Both bills make the Federal Trade 
Commission the arbiter of financial 
advertising. Such copy must include 
a required list of facts, including the 
amounts paid in underwriting com- 
missions and a statement that fur- 
ther information may be obtained 
from the Commission. 

A statement must be filed with the 
Commission before any issue may be 
fioated. 


George N. Neff Dies 


George N. Neff, until recently con- 
nected with Drovers Telegram, Kan- 
sas City, Mo., and other stock pub- 
lications in Chicago, St. Louis and 
Omaha, died May 5 at his home in 
Kansas City. He was a brother of 
J. H. Neff, who founded the publi- 
cations. 


Louisiana Editor Dead 
George P. Bush, editor, Bienville 


Democrat, and first vice-president, 
Louisiana Press Association, died 
May 3. He was 38 
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WHALEN AGAIN 
NAMED HEAD OF 


NEW YORK CLUB 


New York. May 10.—Grover A. 
Whalen, of John Wanamaker, was re. 
elected president of the Advertising 
Club of New York at the annual elec- 
tion held yesterday. Other officers 
elected were: 

E. D. Gibbs, sales counselor, re- 
elected vice-president; Ralph Trier, 
New York Theater Program Corpora- 
tion, treasurer; Gates Ferguson, as- 
sistant to the president, Postal Tele- 
graph-Cable Company, and Alfred L. 
Freden, sales manager, Collier Serv- 
ice Corporation, directors. 


Other Officers 


Officers whose terms have not ex- 
pired, and who will continue in office 
include: 

H. B. LeQuatte, Churchill-Hall, 
Inc., and Oliver B. Merrill, Pictorial 
Review, vice presidents; directors, 
Frank J. Reynolds. Albert Frank- 
Guenther Law, Inc., Charles E. Mur- 
phy, Lee H. Bristol, Bristol-Myers 
Company, and Thomas J. Watson, 


RE-ELECTED BY CLUB 


Grover A. Whalen 


International Business Machines Cor- 


poration. 
President Franklin D. Roosevelt, 
Col. Charles A. Lindbergh, and 


Adolph S. Ochs, publisher, New York 
Times, were elected honorary mem- 
bers of the club. 


In reviewing his first term of office 


| modern 
| practice had their inspiration and 


Mr. Whalen outlined the efforts of 
the club to maintain public confi- 
dence in business and advertising, 
and also commented on the un- 
usually successful membership drive 
which has added almost 500 names 
to the club’s roster since the first of 
the year. 

“During the quarter century of its 
existence the club has stood as a bul- 
wark for better conditions and better 
advertising,” he asserted. 

“It is here that the business of 
advertising and business 


development. Drawing to its mem- 
bership the far-sighted leaders of 
business, it is only natural that in 
the exchange of ideas that has taken 
place during these years the Adver- 
tising Club of New York has become 
a symbol of better ethics in business, 
in salesmanship, in advertising and 
in merchandising. In the ordinary 
acceptance of the term we are more 
than a club. 

“Probably a _ better designation 
would be that we are a laboratory 
of business. With the score and more 
of the specialized departments each 
devoted to some particular aspect of 
the great business of advertising, we 
have attracted the leading authori- 
ties in many fields of activity who 
have placed their experiences and 
knowledge at the service of our mem- 
bership, and through them that great 
army of millions, the public.” 
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MORNING OREGONIAN 
... the Food Buy in Portland 


ATURDAY is the food shop- 
ping day in Portland. Saturday 
morning is the strategic time for 
food advertisers to tell their story 
to Portland housewives. Saturday’s 


Morning Oregonian is the place to 


tell the story. 


Get this picture: In Portland— 
300,000 population—the Oregonian 
is the last scene in the weekly 
newspaper act. Food advertisers 


have as their audience more able- 


to-buy families than they can reach 
in any other Portland newspaper. 
Moreover, the Oregonian sees to 
it that last minute messages to 
shopping bound women get a big 


break—you'll find them concen- 


trated on pages 4, 5, 6 and 7— 


PORTLAND, OREGON 


right up in front of the paper. 
Smart food advertising dictates 

the use of Saturday’s Morning Ore- 

gonian. It’s the biggest merchan- 


dising event of the week in Oregon. 


J. T. CROSSLEY, Advertising Director 


National Representatives, 
National Color Representatives, 
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VERREE & CONKLIN, 
ASSOCIATED NEWSPAPER COLOR, INC., New York, Chicago, Detroit, Los Angel 
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STRESS EASE OF 
INSTALLATION IN 
AUTO RADIO COPY 


RGA Victor Subordinates 
Other Appeals 


New York, May 11.—Cognizant of 
the obstacle to automobile radio sales 
set up in the past by the difficulty 
and expense of installation, RCA Vic- 
tor Company has stifled the satisfac- 
tion it feels over the quality and 
price of this year’s model in order 
to stress the elimination of this 
handicap in the spring advertising 
campaign. 

The copy plan is also predicated on 
the belief that many car owners can 
be induced to install the set them- 
selves, thereby effecting a worth- 
while saving in net cost. Further, 
the emphasis on this point serves to 
rally the outlets for household 
radios, many of which have been ex- 
cluded from the merchandising of 
automobile radios because’ they 
lacked the service facilities for in- 
stallation. 

A special appeal is being made to 
the amateur mechanic or tinkerer 
through Popular Mechanics and Pop- 
ular Science, although the copy used 
in these publications is the same 
used in the general magazines on the 
list, Collier's, Liberty, Saturday Eve- 
ning Post and Time. 

“Demand four things from an auto- 
mobile radio,” advises one of the ad- 
vertisements in the opening para- 


graph. “First, compactness. Second, 
easy installation. Third, tone and 
performance. And fourth, a_ fair 
price.” 


Nipper Among Those Present 


Headlines bring out the ease of 
installation with the phrase, “in- 
stalled in 30 minutes,” and copy de- 
scribes the separate operations. also 
pointing out how much more difficult 
it is to install competitive makes. 

The famous Victor dog, Nipper, 
introduced into RCA Victor radio 
advertising last fall, has an impor- 
tant role in the current automobile 
radio campaign. He is responsible 
for the slogan, “ ‘His Master’s Voice’ 
—On the Road,’ and his likeness 
appears in each piece of copy, either 
alone or in company with a happy 
twosome of motorists. 

Included in the spring drive are 
three direct-mail pieces, imprinted 
with the dealer’s name and featuring 
special merchandise offers available 
in the dealer’s store. 

There are two spectacular store 
displays, both allowing the actual 
receiver to be fitted in. One is a 
sturdy cardboard counter display, 
brilliantly lithographed. The other is 
a large wooden stand executed in 
bright orange and black for mount- 
ing the radio in operating condition. 
Both can be used for an actual dem- 
onstration of the instrument. 

The company is also supplying 
dealers with a cloth banner 3’ by 6’ 
for use on the sides of trucks or on 
the shop or showroom walls. There 
are several kinds of weatherproof 
tire covers providing ample space for 
dealer’s imprint; a metallic plate sim- 
ilar in size and design to regulation 
automobile tags, with a message 
about the product; consumer folders 
and dodgers; window decalcomanias 
for cars in which the radio has been 
installed, and advertising cards for 
hanging on the handles of car doors. 

Following a common practice in 
selling through a wide variety of out- 
lets of small or uncertain impor- 
tance, the company is charging for 
advertising material for dealers’ use. 
The wooden display stand is priced 
at $2; the cardboard counter display 
at 30 cents; tire covers at 95 cents 
to $2, depending on size and quality. 
and the banner at 50 cents. Mats or 
electros of newspaper advertise- 
ments, tailored to fit individual deal- 
er’s requirements, are free f. 0. b. 
the home office. 

“Legitimate radio outlets,” most 
of which have no facilities for in- 


~, 
—— 


stalling automobile radios, are ge, 
pected to bear down on owners 
cars manufactured during the pag 
two years, 50 per cent of which Come 
equipped with antennae. 
Automobile and automobile accg, 
sory dealers are urged to obtain ligt 
of owners of cars three and foy 
years old and follow them up wit) 
personal solicitation, as, having con. 
pleted their car payments, they ay 
not only good radio prospects but th 
dealer can make an extra profit fron 
the installation of antennae. 1} 
stimulate this activity, the company 
is offering prizes to dealers for th 
oldest car installations, stipulating 
that the proof photographs submitte 
by entrants must be released for ag. 
vertising and publicity purposes. 
The current magazine campaign 
will be concluded at the end of next 
month. If extended, it is probabk 
that the new copy will urge motor. 
ists to install that radio they have 
been wanting before leaving on sum. 
mer vacation trips in their cars, 


Advertising Women 
Elect New Officer 


Advertising Women of New York, 
Inc., will be headed by Mae Short 
for the year 1933-4. Florence Pet. 
tinger is vice-president; Cara Haskell 
Vorce, corresponding secretary; 
Dariel F. Steer, recording secretary, 
and Laura Rosenstein, treasurer. 

Dariel Steer, Helen Rockey and 
Cara H. Vorce were elected to three. 
year terms as directors. Emma Dot 
Partridge and Florence Pettinger 
will serve two years and Marion 
Solodar one year. Retiring directors 
are Sadie Emanuel, Sue Flanagan, 
Dorothy Crowne, Elsie Wilson and 
Florence Wall. 

Bess Hallock was appointed mutual 
fund chairman to take the place of 
Florence Ficke, resigned. 


Three Advertisers 


Appoint Reese 


Thomas H. Reese & Co., Inec., New 
York, have been appointed by Le 
schin Modes, women’s specialty store, 
Bridge Headquarters, Inc., a _ retail 
store sponsored by bridge world 
authorities, and Diamond Dee Bras. 
sieres, all New York firms. 

Newspapers will be used for Le 
schin and Bridge Headquarters, and 
trade and class magazines for Dia 
mond Dee Brassieres. 


Representatives Named 
for Polyrota Signs 


H. L. Kraus, Inec., 130 West 42nd) 
St., New York, has begun the manu) 
facture of Polyrota signs. Territorial) 
sales representatives have been ap) 
pointed as follows: 

Gordon McGarry, home office; W. 
L. Gordon, Philadelphia; L. O. Per- 
not, Los Angeles; W. L. Stensgaard & 
Associates, Chicago, and Paul Reiner: 
man, Newport, Ky. i 


Would “Renovize”’ State | 


A “Renovize Rhode Island” cam- 
paign is to be launched shortly, 
George W. Danielson, head of the 
Providence agency of that name, 
being chairman of the publicity com- 
mittee. William L. Sweet, Rumford 
Chemical Works, is general chair- 
man. 


Set-Up Boxes Displayed 

The Permanent Packaging Exhibit, 
425 Fourth Ave., New York, will fea- 
ture a style show of set-up paper 
boxes and decorative papers during 
the entire month of May. The ex- 
hibit is open from nine to five and 
there is no admission charge. 


Appointed for Brews 


Willi Import Corporation, New 
York, has appointed Gotham Adver- 
tising Company, New York, to direct 
American advertising of the products 
of four of Germany’s best know 
breweries. 


Joins Drug Paper 
A. V. Anderson, formerly on 


Ladies’ Home Journal, New York, 
and before that with Erwin, Wasey 
& Co., has joined the New York ad- 
vertising staff of American Druggist. 


Ezra Warner Dies 
Ezra J. Warner, president and 


treasurer of Sprague, Warner & Co., 
Chicago wholesale grocers, 
a heart attack May 9. 
years old. 


died of 
He was 56 


May 
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TWO-CENT RATE 
CERTAINTY FOR 
LOCAL LETTERS 


Farley Reassures Chicago 
Advertisers 


Chicago, May 11.—If a two-cent 
local rate for first-class mail in- 
creases the volume of letters 
handled by the postoffice President 
Roosevelt will extend the lower rate 
to the entire country. 


This promise was brought to the 
Mail Advertising Service Association 
of Chicago and its guests at the 
Hotel Sherman Tuesday by no less 
a personage than James A. Farley, 
Postmaster-General of the United 
States. Executives of Sears, Roe- 
buck & Co., and Montgomery Ward 
& Co. were among those who ap- 
plauded this pledge of the new ad- 
ministration. 


“Experience has shown that high 
postage rates go far toward destroy- 
ing the usefulness of the postal serv- 
ice as an aid to business,” said Mr. 
Farley. 

“It is believed that restoration of 
the two-cent rate upon first-call mail 
would contribute strongly to the re- 
vival of trade and industry. The 
administration proposes to. bring 
this about at the earliest possible 
moment and to this end has already 
recommended the restoration of the 
two-cent rate for letters and other 
first-class matter addressed for local 
delivery at all post offices having 
letter-carrier service. 


Predicts Passage 


“A measure embodying this provi- 
sion was passed by the House of 
Representatives on April 20 and is 
now pending in the Senate. This 
bill will be passed and enacted into 
law. 

“The same bill contains a_ provi- 
sion authorizing the President to 
make such other modifications in 
postal rates as he deems advisable 
after a survey by him. The effect of 
restoration of the two-cent rate on 
first-class matter for local delivery 
will serve as a guide in determining 
other modifications of postage 
rates.” 

Mr. Farley indicated that reduced 
postage rates have been made possi- 
ble by rigid economies imposed on 
that department. Despite a reduc- 
tion of $80,000,000 in operating costs, 
the administration was confronted 
with a probable deficit of $72,000,000 
for the fiscal year ended June 4%v, 
1933. 

By reducing salaries and effecting 
other economies, this deficit has 
been reduced to $22,000,000. Mr. 
Farley indicated that no changes 
would be made which would reduce 
the efficiency of the post office de- 
partment. 

He discussed the post office in its 
relation to advertising, describing an 
inquiry as to what proportion of the 
mail carried by the postal service is 
of an advertising nature. 


A Huge Volume 


“While this cannot be definitely 
stated,” he explained, “we know it is 
large. The weight of the advertising 
portions of publications carried as 
second-class matter alone during the 
last fiscal year amounted to over 
420,000,000 pounds. 

“Third-class mail, of which over 
3,640,000,000 pieces were handled 
during the same period, is practi- 
cally all advertising matter. Cata- 
logs and other advertising mailed 
in parcels, weighing more than eight 
ounces, constitute a large portion of 
parcel post mailings. Then, much 
advertising is sent through the mails 
as first class matter.” 

He paid a tribute to advertising 
and advertising men: 

“To you, the advertising man, is 
due a great deal of the credit for the 
upbuilding of our country, making it 
the richest, the most prosperous land 
in the world. To the advertising 


men credit is due for the creation 
of a larger demand for those things 
which make for better living condi- 
tions. Through advertising there has 
been created a greater demand for 
the literature of the day, the maga- 
zine, the book, and the newspaper. 
All these things have made for a 
better day, a better life and a better 
country. Direct mail advertising 
stands out prominently in this pic- 
ture.” 
Celebrities Present 


L. S. Allen, of the company of that 
name, served as chairman at the 


Start New Agency 


E. E. Albertson and _ Lucrezia 
Kemper, both at one time with the 
San Francisco office of Albert Frank 
& Co., have organized Albertson- 
Kemper Company at 155 Sansome St., 
San Francisco. 


Alaga Names Fitzgerald 


Alabama-Georgia Syrup Company, 
Montgomery, Ala., maker of Alaga 
Syrup, has placed its account with 
Fitzgerald Advertising Agency, New 
Orleans. 


‘Blind’ Copy 
Heralds Radio 
Expert on Love 


New York, May 11.—On the theory 
that curiosity is one of women’s 
dominant characteristics, 55-line 
space is being used daily in a long 
list of newspapers to advertise a 
radio program whose sponsor is left 
unidentified. 


Three companies, operating under 


in the morning, after Friend Hus- 
band has been safely dispatched to 
the office and the wife has time for 
more important affairs. 

An evening broadcast is given 
every Wednesday for good measure. 
The “voice of experience,” as the 
program is named, features a “radio 
mystery man” who gives “sympa- 
thetic advice on intimate questions 
of love.” 

The advertisers whose products 
are mentioned in the program are 
Haley M-O Company, Geneva, N. Y., 
Haley’s Laxative; E. W. Rose Com- 
pany, 


luncheon, introducing Robert G. Mar- 
shall, president of the Chicago Mail 
Advertising Service Association and 
other celebrities. 


Philip Morris Moves 


Philip Morris Advertising Service, 
Chicago, has moved from First Na- 
tional Bank Bldg. 
Bldg., 407 S. Dearborn St. 


the advertiser. 
to Old Colony 


Broadcasting System. 


the name of Wasey Products, are 
The program runs 
five times a week over the Columbia 
It is given 


Cleveland, Zemo Salve, and 
Cellulose Products Company, New 
York, Tish Paper Handkerchiefs. 
Erwin, Wasey & Co. are handling 
the campaign. 


Cron your wife plays « TRIPLE ROLE 
a 


NE of the few generalizations that 

can be safely made about the differ- 

ences between men and women is that 

women are on the average more varied, 
more versatile than men. 


The average man is just a business 
man. The average woman must be many 
people; she must be wife and sweetheart 
to her husband, mother to her children, 
and a good sport to her friends. And she 
can’t be all these things at once. 


The wise husband does not complain 
about the coffee on his wedding anni- 
versary, or when his wife is in a romantic, 
carefree mood. It is better not to address 
her on the subject of joining a golf club 
when she is busy mixing a cake; nor is it 
wise, when she is occupied with the solemn 
ritual of a manicure, to launch into the 
problem of what to do about breaking 
Johnny of his new tendency to swear. 


The three basic interests in any woman’s 
life are Romance, Her Home, Herself. 
Alone among women’s magazines, Mc- 
Call’s recognizes not only these clear-cut 
interests, but also the necessity for deal- 
ing with them separately. And so, every 
issue of McCall’s Magazine is now, in 


reality, three magazines in one. 


» ' de +. LEADS A TRIPLE LIFE... 


First comes McCall’s Fiction and News 


—the answer to woman’s eternal cry for 
romance. Then comes a second four-color 
cover, to mark the beginning of the sec- 
ond magazine—McCall’s Homemaking. 
And separating this from the third maga- 
zine—McCall’s Style and Beauty—is still 
another four-color cover. All three maga- 
zines, bound together as a unit, make up 


the new McCall’s. 


We made this change in publishing be- 
cause we knew, from asking thousands of 


women, that it would make McCall’s a 
vastly more attractive and useful maga- 
zine to the millions of women who read 
it every month. But an important by- 
product of the new McCall’s is now avail- 
able to advertisers. For the new McCall’s 
offers to every user of its space the oppor- 
tunity of placing his copy where the sur- 
rounding editorial material will lead the 
reader’s interest toward, instead of away 
from, his product. He may now make 
use of the principle of re/ated selling, al- 
ready practiced by successful department 
stores. He need have no fear that his 
advertising may say the right things to 
the right woman at the wrong time. 


Glance, for yourself, at an issue of this 
new magazine. You will wonder, not 
why we dared to make so radical a change, 
but why no one thought of making so 
simple and sensible a change before. 
McCall’s Magazine, 230 Park Avenue, 
New York City. 
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Prune Juice 


Is Offered in 
Test Markets 


San Jose, Cal., May 11.—Following 
a favorable reception in test markets, 
California Prune and Apricot Grow- 
ers’ Association is extending its 
facilities for production and distri- 
bution of prune juice. 


This new product, developed in the 
research division, is labeled “Sun- 
sweet Juice of the ‘Tenderized’ 
Prune.” It is packed in green glass, 
glass preserving the quality of the 
juice at its best and green having 
special advantages in protecting the 
product against deterioration from 
light. 

The juice is produced by a special 
vacuum process which retains the 
full flavor of the prunes as well as 
the health properties for which they 
have become famous. 

The new product is offered as a 
natural health drink for infants, 
children and adults. The association 
recommends that it be served chilled 
at breakfast, although other uses are 
also suggested. 

Distribution is through the same 
brokers and groceries who handle 


other products of the association. 
E. N. Thayer, sales and advertising 
manager, said no plans have yet 


been made for advertising, the prod- | 


uct thus far having coasted along on 
the reputation created for Sunsweet 
fruits. The Long Advertising Service 
is in charge of merchandising. 


Named by Newspapers 


S. H. Williams & Co., San Fran- 
cisco, have been named national ad- 
vertising representatives for the fol 
lowing Oklahoma newspapers: Altus 
Times Democrat; Alva Review-Cou- 
rier; Clinton Daily News; Elk City 
Daily News; El Reno Daily Tribune: 
Hobart Democrat-Chief; Holdenville 


Daily News; Mangum Daily Star; 
Norman Transcript, and Seminole 
Producer. 


Excelex Appoints 


Excelex Products Company, St. 
Paul, Minn., furniture and kitchen 
cleansers, has placed its account with 
Greve Advertising Agency of that 
city. Newspapers and radio will be 
used. 


Worthington Moves 


General and executive offices of 
Worthington Pump and Machinery 
Corporation have been moved from 
New York to the plant at Harrison, 
N. J. Sales offices continue at 2 Park 
Ave., New York. 


Perfect Circle 
Makes Big Talkie 


Featuring a cast of well-known 
| Reavers, Perfect Circle Company, 
| Hagerstown, Ind., has completed and 
| begun distribution of “Thru Traffic,” 
a six-reel talkie. 

A technical film, “High Lights of 
Ring Engineering,” is also ready for 
distribution. The company’s 1932 
talkie showed to 158,000 people. 


Names Mark O’Dea 


Iodine Educational Bureau, Inc., 
New York, has placed its account for 
both animal husbandry and human 
medical fields with Mark O'Dea & 
Co., New York. 


Western Railease Appoint 


The Western Railways Committee 
on Public Relations has placed its 
account with Reincke-Ellis-Young- 
green & Finn, Chicago. 


Edwin Henry in Chicago 
Edwin Henry, well known illus- 
trator, has joined the staff of Ste- 
vens, Sundblom & Stults, Chicago 
art studio. 


Anderson Heads Club 


Harry F. Anderson, Pacific coast 
sales manager for NBC, has been 
elected president of San Francisco 
Sales Managers Association. 


NEARS 


Ascene from a “‘Ken-Rad Unsolved Mystery”’ 


Dr. Kenrad discovers 


(Detective Extraordinary) 


New Tube Dealers 
as well as villains... 


N the black cat night of Friday, January 13, 
1933, The Ken-Rad Corporation of Owens- 
boro, Kentucky, instituted a new radio pro- 

gram known as “‘Ken-Rad Unsolved Mysteries” 


over WLW exclusively. 


Recently the 13th broadcast in this series was com- 


pleted and a summary 


of the results obtained re- 


veals some rather astonishing and highly inter- 


esting facts. 


Although it is necessary for the radio audience to listen 
carefully to the mystery, then write a solution of 100 words 
or less, and mail it to WLW, in order to compete for ten 
sets of radio tubes given each week to the best solutions, 
more than 1,000 solutions have been received on a number 
of occasions and the average weekly mail closely approaches 


1,000 solutions. 
each week. 


prehensive surveys of the 


competing products. 
bring you this information 


Near the center 


Between 35 and 40 states are heard from 


An unusual merchandising follow-up has created a largely 
increased Ken-Rad dealer list in many states. The Ken- 
Rad Corporation, its distributors and dealers are highly 
enthusiastic over the results of the broadcasts 


WLW offers to agencies or advertisers the results of com- 


mid-west market showing the 


ratio of preference for certain products in relationship to 
A request on your stationery will 


as it applies to your business. 


Near the center 


broadcast showing Dr. Kenrad, Skeets Lang- of the dial of population 
ley, his news r friend, and a woman sus- 
t. 10:30 Es. T. on Friday night finds the 
LW audience gathered around its radios to 


hear this sensationally popular program 


THE CROSLEY RADIO 


POWEL CROSLEY, Jr., President 


CORPORATION 


CINCINNATI 


UPTURN IS HERE, 
RAND COPY SAYS 


New York, May 10.—Utilizing the 
editorial style which was first 
adopted last September to inform the 
world that Remington Rand was in- 
creasing factory pay-rolls 50 per 
cent, the company took large space 
in metropolitan newspapers through- 
out the country this week to an 
nounce its belief that “at least three 
million more men will be back at 
work by September.’ 

Under the signature of James H. 
Rand, Jr., president, the copy as- 
serted that “we have invested one 
million dollars in that belief,” and 
went on to point out that although 
the past two years have crucified 
every forecast of better times, the 
company is convinced of the sound- 
ness of its prophecy for two reasons: 

“The first is our faith in the wis- 
dom of President Roosevelt. The 
second is that our business gives us 
a background of facts, both here and 
abroad, to back up that faith. 

“Through 200 branch offices and 
our 1,800 Remington Rand salesmen, 
we have a continuous picture of 
every business activity in the 
United States. Through export of- 
fices and dealers in every country in 
the world, we see every fluctuation cf 
international trade.” 


See Way Cleared 


Pointing out that this vast organ- 
ization found business drying up two 
years ago, not because of over-pro- 
duction but because of an overbur- 
den of debt, the copy aserts that re- 
cent governmental action to make 
money cheaper and raise prices has 
cleared the way for an improvement 
which now is bound to come. 

“For two years we have been 
working quietly for readjustment of 
the dollar,” the text continues. “We 
have foreseen it had to come . 
and that, with it, economic recovery 
would start. And we have antici- 
pated our belief by perfecting more 
than 100 new products in the mean- 
time, at a cost of over $1,000,000 for 
retooling alone.” 

“Give President Roosevelt’s pro- 
gram your support by buying, by re- 
employing, now,” the closing para- 
graphs urge. “Urge others to act 
now. There are millions of people 
in this country who have a hundred 
million unsatisfied wants. Put pay 
envelopes into their hands again and 
watch them make the money move. 

“At least three million more of 
them will have these pay envelopes 
by September. That prediction is 
based on the knowledge of 1,800 
Remington Rand men who know ev- 
ery kind of business, in every city 
and in every state. It is based on 
the actual experience of a business 
that is a barometer of all businesses, 
both here and abroad.” 


Neil Wright Heads 
Rochester Ad Club 


Neil Wright has been elected pres- 
ident of Rochester, N. Y., Ad Club, 
and will assume office July 1. Other 
new officers are Frederick C. Streb, 
first vice-president; John P. Street, 
second vice-president; Oscar L. Niles, 
treasurer. 

New directors elected are H. Earl 
Newman, Edward M. Ogden and 
Gerald H. Williamson. 


Cuts Local Rates 


T. Ridgeway Longcope, advertising 
director, Washington Post, has an- 
nounced a reduction in local display 
rates from the former single inser- 
tion rate of 25 cents a line, extend- 
ing downward to ten cents per line 
for 10,000 lines, to a basic rate of 
ten cents with “earned rates” as low 
as six cents a line, computed on a 
monthly basis. 


Sterck Joins Pathescope 


Thomas R. Sterck, formerly in 
charge of eastern business for Jam 
Handy Picture Service, and before 
that with Gardner Advertising Com- 
pany and Wm. H. Rankin Company, 
has joined Pathescope Company of 
America, New York, as account ex- 


ecutive in the sales film division. 


——— 


HEADS BANK GROUP 


Chester Price 


Chicago, May 11.—Chester L. 
Price, City National Bank & Trust 
Company, was elected president of 
Chicago Financial Advertisers at the 
annual meeting yesterday. Mr. Price, 
who has long been identified with 
the organization, succeeds Fred W. 
Mathison, Security Bank of Chicago, 
who automatically becomes a di- 
rector. 

J. K. Waibel, Continental Illinois 
National Bank & Trust Company, 
was elected first vice-president; R. 
R. Jeffris, Harris Trust & Savings 
Bank, second vice-president; W. G. 
Donne, Chicago City Bank and Trust 
Company, third vice-president; Pres- 
ton E. Reed, secretary; Ruth H. 
Gates, State Bank and Trust Com- 
pany, Evanston, recording secretary, 
and Dorothy S. Trevino, Personal 
Loan & Savings Bank, treasurer. 

The officers, with the following 
newly-elected directors, comprise the 
board: 

Guy W. Cooke, First National 
Bank; J. M. Easton, Northern Trust 


-|Company; Charles S. Frye, Chicago 


Journal of Commerce; Carl R. Gode 
and Samuel Witting, Continental Il- 
linois National Bank and_ Trust 
Company; G. Prather Knapp, Rand 
McNally & Co. 


Westinghouse to Start 
New Broadcast May 15 


With the conclusion of the ‘“Towns- 
end Murder Mystery” May 13, West- 
inghouse Electric & Mfg. Company 
will launch a new spring radio pro- 
gram May 15 over a _ nation-wide 
hookup. Everett Marshall of George 
White’s “Scandals” and Al Mitchel, 
band leader, will be featured. 

In connection with the contest the 
public will be invited to participate 
in two contests, with Westinghouse 
appliances as prizes. A contest will 
also be staged for the company’s 
dealers and their sales forces. 


Northrup Returns 
to Former Post 


Lorry R. Northrup, who resigned 
as account executive with Batten, 
Barton, Durstine & Osborn Corpora- 
tion, Chicago, a month ago, has re- 
joined that organization. 

Mr. Northrup, who is_ secretary- 
treasurer of the Western Council, 
American Association of Advertising 
Agencies, expressed pleasure at re- 
turning to his old post, as did the 
agency. 


e rawford-Harris Quits 


J. J. Gibbons, president, J. J. Gib- 
bons, Ltd., Canadian agency, has ap- 
plied to the court at Calgary, Alta., 
for dissolution of Crawford-Harris 
Advertising Agency, a_ subsidiary 
company acquired several years ago. 
The firm’s business will be carried 
on by the Gibbons organization. 


Changed “Mirror” Setup 
L. Daniel Blank, formerly Penn- 
sylvania, New Jersey and southern 
representative for New York Mirror, 
has been placed in charge of that 
publication’s western office. Beres- 
ford W. Woodward, formerly with 
American Weekly, takes over Mr. 
Blank’s former territory. 


Names Calkins & Holden 


Foster Canning Company, Brook- 
lyn, has appointed Calkins & Holden, 


New York. 
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Law to Prohibit 
Deceptive Copy 
Is Introduced 


Washington, D. C., May 10.—A bill 
to prohibit untrue, deceptive or mis- 
leading advertising through the use 
of the mails or in interstate or for- 
eign commerce was introduced into 
the Senate this week by Senator Ar- 
thur Capper. 

No action on the measure, which 
was referred to the Committee on 
Interstate Commerce, is anticipated 
at this session of Congress. 

The bill provides that the publica- 
tion or dissemination of any repre- 
sentation or statement of fact which 
is untrue, deceptive or misleading 
shall be punishable by a fine of not 
more than $1,000, or by imprison- 
ment for not longer than five years, 
or both. 

All forms of advertising, including 
publications, handbills, radio, etec.. 
are included in the provisions. 


Donilon President 
of Rhode Island Club 


Charles E. Donilon, Callender, Mc- 
Auslan & Troup Company, Provi- 
dence, R. I., was elected Chief Crier 
of the Town Criers at the annual 
meeting this week. 

Deputy chief criers were named as 
follows: Russell B. Stapleton, Ad- 
yertisers Engraving Company, civic 
promotion; James A. Doherty, Provi- 
dence Journal, luncheons; John F. 
O'Donnell, O’Donnell & Co., personnel 
and recreation. Daniel S. Mahoney 
is bellman. Other new officers: 
Councilors, Raymond C. Noren, 
Larcher-Horton Co.; Edward Barber, 
General Outdoor Advertising Co.; 
George Wise, Jr., Cranston News; 
trumpeter, Horace G. Belcher; scriv- 
ener, Ernest J. Meyer, William Baker 
Co. 


Rug Advertisers 
Elect New Officers 


Lewis G. Van Akin, advertising 
manager of W. & J. Sloane, has been 
elected president of the Floor Cov- 
ering Advertising Club, New York. 
Lewis M. Fageley, assistant advertis- 
ing manager of Bigelow-Sanford 
Carpet Company, is vice-president, 
and Arthur V. Leary, advertising 
manager of the Parker-Wylie Carpet 
Company, secretary-treasurer. 

The executive committee comprises 
Horace G. Plimpton, advertising 
manager of Hardwick & Magee Com- 
pany, Philadelphia, the retiring presi- 
dent; E. Gerry Tuttle, advertising 
manager, Mohawk Carpet Mills: 
George A. McDonald, advertising 


Harold G. Wesley, of Wesley Asso- 
ciates. 


Grocers Are Urged 
to Stock Shrubs 


A bulletin sent to the retail grocery 
trade by the National Wholesale 
Grocers Association, New York, sug- 
gests they add a line of rose bushes 
and shrubs, reporting that other 
grocers have made a good profit on 
such stock. 

The present trend in grocery re 
tailing is to include anything which 
can increase sales volume, the bulle 
tin adds. 


With Wrigley 

J. F. Downey, Jr., was erroneously 
Tfeported as having resigned as ad- 
Vertising manager of Mars, Inc., 
candy manufacturer, in a recent is- 
Sue of ADVERTISING AGE. Mr. Downey 
held this position at one time, but 
has been connected with Wm. Wrig- 
ley, Jr. Company for the past year. 


Hampden Has Agency 


Advertising of Hampden Sales Cor- 
Poration, Springfield, Mass., maker 
of Nu-Tex, used during dry clean- 
ing, has been placed with L. H. Hart- 
man Company, New York. 


Form Agency 


M. M. Beaton and A. L. Foreman 
have organized Commercial Adver- 
tising Company, 918 W. Pender St., 
Vancouver, B. C. 


Represent “Press” 


The Press, Sheboygan, Wis., -has 
appointed Small, Spencer, Brewer, 
Inc., national advertising represen- 
tatives, effective June 1. 


manager, Firth Carpet Company, and | 


New General Foods Series 


General Foods Corporation is now 
sponsoring “Belle and Martha,” a 
new series presented Tuesdays to Fri- 
days, inclusive, over 12 coast stations 
of the Columbia-Don Lee Broadcast- 
ing System. Young & Rubicam are 
in charge. 


Names Fensholt 


Advertising of E. Edelmann & Co., 
Chicago, brass fittings, hydrometers 
and battery fillers, has been placed 
with Fensholt Company, Chicago. 
Trade papers will be used. 


McNicol Appoints 


Advertising of D. E. McNicol Pot- 
tery Company of West Virginia has 
been placed with Sayre-Robeson 
Company, Farmers Bank Bldg., Pitts- 
burgh, a recently formed agency. 


Plan Public 
Affirmation 
Of A.F.A. Code 


New York, May 11.—Advertising 
clubs affiliated with the Advertising 
Federation of America are making 
plans for public affirmation of the 
Declaration of Ideals and Principles 
adopted by the Federation at its 1932 
convention in New York. 


Copies of the Declaration have 
been sent to all clubs. Signatures 
of local business leaders, as well as 
club officers and members, will be 
affixed to the copies, which will be 
bound in a large book and exhibited 


at the 29th annual convention of 
the A. F. A. in Grand Rapids June 
25-29. 

The Federation has suggested that 
clubs hold special ceremonies at spe- 
cial meetings, to attract public atten- 
tion to the Declaration. Business 
men in all lines will participate in 
pledging adherence to the principles 
outlined in the declaration. 

A score of local and _ sectional 
clubs have already begun the execu- 
tion of this plan. 


Expands Program 


“Today’s Children,” program of 
Pillsbury Flour Mills Company, 
which has been broadcast over mid- 
west stations, will go on an NBC- 
WJZ network May 15, at 10:30 a. m., 
» oo &. F. 


Liquid Carbonic 
to Evans Associates 


Evans Associates, Chicago, have 
been appointed advertising counsel 
for Liquid Carbonic Company. 

A newspaper campaign on a beer- 
dispensing unit will be illustrated 
with wood-cuts. 


Bedau with Bank 


Hugo A. Bedau, formerly with 
Hamman-Lesan Company, San Fran- 
cisco agency, has been appointed di- 
rector of public relations for Central 
Savings Bank, Oakland, Cal. 


Start New Agency 


C. Conduit, W. T. Armstrong and 
Matilda Armstrong have organized 
the Direct Advertising Company, 
Cincinnati. 


Call 


it’s a SPAD 


M ost people prefer plain, 


. advertisers 


unvarnished, simple words . . 
in particular, prefer them. 


ee ee se 


=| =e ie 


independent 
lated districts or at one or two strategic 


whatever you like... 


so 3 ~~ 


“surveys” conducted in iso- 


When you offer an article of real merit 
...a commodity that is needed to do a 
certain job, and that does it well ... we 
believe in saying so, in words that cannot 
be misunderstood. 

That is why you will never see any 
statement of the New York Evening Jour- 
nal which contains those tricky, qualify- 
ing phrases which are uniformly a mere 
screen for incompetence . . . a subterfuge 
to hide disagreeable facts. 

To make ourselves doubly clear, let us 
put it this way... 

The Journal has the largest circula- 
tion of any Evening paper in New York 
. . . there are four Sunday papers and 
one Morning paper with larger circula- 
tion ... but we are talking about our 
own province of EVENING papers. 

In all five boroughs the Journal is dom- 
inant... in all suburban counties it leads 
... in any part of the Metropolitan New 
York market it has more circulation than 
any other evening paper. 

Let there be no mistake . . . the Journal 
is the greatest force of daily life in con- 
siderably more than 600,000 homes . . . 


AND NOTHING 
CAN BEAT IT 


FOR DIGGING | 


for thirty-six years, through fair weather 
and foul, it has commanded the respect 
and attention of more people, by many 
thousands and thousands, than any other 
evening newspaper. 

Such being the case, it is unnecessary 
for us to befog the issue; no need for 
such misleading phrases as “more than 


any other quality appeal evening paper” 
or, as in one masterpiece of verbal gym- 
nastics, “any other newspaper whose fig- 
ures have officially been issued.” 

Nor does the Journal take refuge in 


points by its own, obviously biased, em- 
ployees. The Journal is content to rest 
its case upon the universally accepted, 
completely unbiased, thoroughly _rep- 
utable statistics of the Audit Bureau of 
Cireulations, whose unimpeachable evi- 
dence places the Journal FIRST. 

Let us recognize subterfuge for the 
weak-kneed compromise that it is. Let us 
insist upon calling a spade a “Spade.” .. . 

Let us admit to ourselves that, in any 
group of thousands upon thousands of 
New Yorkers, there can be no universal 
trend of tastes or inclinations; they can- 
not all be rich or all be poor; they cannot 
all have similar likes or dislikes; in fact, 
they can be nothing more than what they 
truly are ... a cross-section of that won- 
derfully polyglot, ever-differing, ever- 
changing New York. 

That is why no New York paper, large 
or small, can truly represent any one class 
... Why each represents many classes. .. . 

And that is why the Journal, being 
largest of all evening papers in point of 
readership, lays open the widest cross- 
section of New York to all those with 
merchandise for sale. 


New York’s BEST READ Evening Newspaper 


NATIONALLY REPRESENTED BY RODNEY E. BOONE ORGANIZATION 
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Wertz Outlines 


Role Played by 
Window Displays 


Chicago, May 11.—Five national 
advertisers are spending $1,000,000 
a year or more for window displays, 
Frederick L. Wertz, president of 
Window Advertising, Inc., New York, 
told the members of the Chicago 
Advertising Council today. The meet- 
ing was held under the auspices of 
the display departmental. 


Mr. Wertz made a plea that win- 
dow display be regarded as a definite 
advertising medium rather than a 
dealer help. asserting that it has now 
been organized on a basis that en- 
ables specific guarantees to be made 
as to circulation volume, number of 
installations and length of display. 

Professional installation, he said, 
has provided assurance of service in 
more than 4,000 cities and towns of 
the United States. 

W. L. Stensgaard, chairman of the 
departmental, who introduced the 
speaker, told of recent developments 
in the field of merchandise presen- 
tation, especially in the department 
store field. Waste of display mate- 
rial is due, he said, to the failure 
of the manufacturer to discriminate 


among various types of distributors. 
High-cost installations frequently 
pay best because of the business 
they produce and the length of time 
they remain in service. 


New Agency Launched 
in Western City 


Kelso Norman Organization, Russ 
Bldg., San Francisco, has _ been 
launched by Kelso Norman, Arthur 
S. Matthews, Louis W. Levy and 
Adolph Klein. 

Accounts to be handled include 
Cyclops Iron Works, refrigeration, 
Heald’s Business College, Castormilk 
Inc., and Prune-Nip. a new prune 
juice which is planning national dis- 
tribution. 


Wholesalers Buy 
Half of IGA Stock 


Fifty per cent of the stock in Inde- 
pendent Grocers’ Alliance of America 
has been sold to wholesaler members 
operating in 42 states. 

James D. Godfrey, of Milwaukee, 
has been elected chairman of the 
board, while J. Frank Grimes con- 
tinues as president. 


Agency Changes Name 


Young’s Advertising Agency, San 
Francisco, has changed its name to 
Young’s Direct Mail Advertising 
Service, and is restricting its activ- 
ities as indicated by the new name. 


Oscillating 
Razor Blade 
Makes Debut 


Providence, R. I., May 11.—“Why 
should I buy a razor? I've got a 
razor.” 

“But Mister, you haven’t got a 
razor with a moving blade.” 

In this fashion, the King Razor 
Company is using newspapers in 
New England cities to introduce a 
shaving implement with an oscillat- 
ing blade, retailing at $5. 

The advertising argues that the 
King Oscillator Razor mows the 
beard instead of pulling it out. The 
blade operates in a locked channel 
on six polished bearings, making it 
impossible for the user to get the 
wrong angle. 

More than 150 dealers have been 
appointed in this city, and consumer 
demand has been surprisingly strong. 
Corresponding results are reported 
in Fall River, New Bedford and 
Hartford. 

Lanpher and Schonfarber are in 
charge of the campaign. 


Coast Pusey Moses 


Architect and Engineer, San 
Francisco, has moved to 68 Post St. 


n merchandising CHAMPION. 


COAL 


ING-RICH ENAMELED 


SIGNS «ace wsed 
iMiTH COAL Co. 


(CHampion Coa 


Champion Coal Dealers find this 18” x 48” ING- 
RICH Sign a striking identification mark when 
displayed on the sides of their storage yard or 


x t+ & 


office building. 


This ING-RICH Enameled Sign is being used 
by all Champion Coal Dealers on their trucks, 


scales, etc. 


CHAMPION 
COAL 


moit offectively 


Like many other progressive producers of coal, 
coke, sand and similar materials, Pittsburgh 
Coal Company has found ING-RICH Signs an 
excellent tie-up with their general advertising 
because it identifies their product and dealer 
connections at the vital point of sale. 


It has been convincingly demonstrated to them 
that genuine porcelain enamel is the only ma- 
terial that is impervious to constant exposure 


to dirt and dust—always present where raw 
materials are stored. 


ING-RICH Signs are colorful, attention-com- 


pelling, easily kept clean with soap and water 
... they will not fade, blister or crack... and 
have a guaranteed life of at least ten years. 


Would you like a copy of our booklet,—‘‘Fade- 
less Publicity’’—it shows how numerous adver- 
tisers are successfully using ING-RICH Signs. 


INGRAM-RICHARDSON 


MANUFACTURING COMPANY 
BEAVER FALLS .. . . 


PENNSYLVANIA 


CANTOR WOULD 
BAR AUDIENCES 
FROM STUDIOS 


Calls Them a Barrier to 
Good-Will 


New York, May 11.—Eddie Cantor, 
who has just left the air after a long 
series of programs for Chase & San- 
born, believes that the growing prac 
tice of packing the studios with audi- 
ences has developed into a menace 
of serious proportions. 

This, Mr. Cantor believes, accord- 
ing to Variety, not only irritates the 
invisible audience, which cannot see 
the visual “business,” which inspires 
many of the laughs, but has many 
other drawbacks. 

“The sponsor may pay for good- 
will of millions and end up with only 
the approval of the few hundred in 
the studio,’ Cantor is quoted by the 
theatrical paper. 

“He pays for time on the air, but 
studio audience laughs usurp pre- 
cious seconds. Three to six minutes 
per hour are allowed for laughs— 
minutes that could be used for enter- 
tainment, songs, or exploitation.” 

So seriously do the sponsors take 
reactions of the studio audiences, 
according to Cantor, that some radio 
stars have helped their pay checks 
and reputations by planting friends 
among the crowds to applaud at the 
proper time. 

“If this keeps up,” Cantor is 
quoted, “auditions will be more 
necessary for the audience than for 
the performer.” 


Dispels Glamor 


Finally, he points out, personal at- 
tendance at a radio performance 
dispels some of the glamor for the 


+witness. Instead of a comical genius, 


wise-cracking as he goes along, the 
visitor sees only an _ earth-bound 
mortal reading jokes from a sheet 
of paper. For him, radio loses much 
of its attraction. 

Also, studio audiences get in free 
and feel obliged to let the perform- 
ers know how good they are. They 
laugh on the slightest provocation 
and often, with none. Script writers 
grow lazy and aim their puns at the 
small audience which is so appre- 
ciative rather than the invisible one 
which is so difficult to move. 

The stage, screen and radio star 
offers the suggestion that all radio 
advertisers act promptly to safe- 
guard their advertising dollars by 
banishing all studio crowds. 


Nebraska Gets Beer 


As a result of Governor Bryan's 
failure to sign or veto the beer bill, 
the bill has become a law by default. 
and Nebraska will gets its brew 


Aug. 10. 
With legal obstacles overcome, 
Storz Brewing Company, Omaha, 


has appointed Coe Buchanan agency 
to handle its advertising, and Jet- 
ter Brewing Company, also of 
Omaha, has placed its account with 
Beaucamp-Hohman. 


Michigan Plans New 
Tax on Cigarettes 


A bill providing for a tax of two 
cents on every package of cigarettes 
has been introduced in the Michigan 
legislature. Its sponsors sought to 
avoid a referendum by providing 
that receipts will be spent for hos- 
pitals. 

Such a bill was overwhelmingly 
defeated in 1929 in a referendum 
after it had passed the legislature. 


Schuler Names Agency 


Schuler Pretzel Company, Roches- 
ter, N. Y., which also makes potato 
chips, has placed its advertising 
with Hutchins Advertising Company, 
Rochester. 


Unwin Agency Formed 


Unwin Advertising Agency has 
been formed in Detroit, succeeding 
Unwin-Boynton-Stocker. Offices are 
at 5144 Fourteenth Street. 


HEADS CLUB 


H. Paul Hoheisel, Oklahoma Ga 

and Electric Company, who has 

been elected president of Oklahoma 
City Advertising Club. 


Sales Value of 
Many Catalogs 
Is Questioned 


— 


Chicago, May 8.—‘‘Pride advertis- 
ing” is responsible for the waste of 
millions of dollars a year, and the 
individual catalog is often responsi- 
ble for a part of this loss, Andrew 
H. Phelps, western sales manager of 
the McGraw-Hill Catalog & Directory 
Company, told the Chicago Business 
Paper Association today. 

“Many of these so-called catalogs,” 
he said, “carry the message of the 
manufacturer in the form’ which 
gives him the most pleasure, without 
considering what the purchaser de 
sires to receive in the way of buying 
information.” 

Mr. Phelps contended that the 
consolidated catalog is kept by the 
recipient, whereas the great majority 
of individual catalogs are not re 
tained. Surveys by companies using 
individual catalogs have demons 
trated, he said, the difficulty of main 
taining distribution. 

Loose-leaf catalogs, he said. are in 
particularly low favor with indus 
trial buyers, due to the time and 
labor involved in keeping them up 
to date. 


Walker & Co. Boost 
Employes’ Salaries 
Following the largest monthly 
business in two years during April, 
Cc. D. Blessed, president of Walker 
& Co., Detroit, outdoor advertising 
organization, has announced a 12% 
per cent increase for all salaried 
employes, effective May 1. 
Last month a similar increase was 
given to employes on hourly and 
daily wage bases. 


Set Roto Record 
in Kentucky Derby 


While the time of the Kentucky 
Derby May 6 was slow, Standard 
Gravure Corporation set a new speed 
record in picturing the race. 

A rotogravure section showing the 
finish was on the streets as part of 
the Louisville Courier-Journal one 
hour and forty minutes after the 
finish. 


New Agency on Coast 

Anthony M. Gibbons, J. P. McCabe 
and Morris S. Kreines have organ- 
ized Anthony M. Gibbons and Staff, 
an advertising agency, in the Russ 
Bldg., San Francisco. 


Kroger Has Birthday 


Kroger Grocery & Baking Com: 
pany, Cincinnati, is celebrating its 
5lst anniversary, airplanes and 
newspapers being among mediums 
used. 


Kentnor to Sell Space 


W. F. Kentnor has been appointed 
Chicago representative of Kenfield 
Davis Publishing Company, Chicago, 
Electric Traction and Bus Journal 
and Motor Freight. 


Cra a ee PF 
ae | ee ee CO  —————————— 
; 
ee | 
; id , 
| Oe 
Py | > Fah 
ae | ae ra * he De 
roe Pg aa ne sf 7 its le 
7 7. Ss ' i ll n 
sgh . BAG : ie 
_ sees —— Fee thE) ce 
oe: ; 2 camer be 4 | _ 
oe ae . ae fast ee onto 
a | me i | ie 
i: ee OR = me) eau 
aka | eS sie Te 
Do mer. AS Tp fas ee 4 ; i | laun 
i | 
d oe ‘ % —* 4 ERE ao | hurr’ 
Coe | Te a a 
ss + is mae) majo 
. ceive 
ee tion, 
i iirc } gard 
eee j copy 
be | | = £.. 
pee ore | ) alrea 
= aes 
a ee oan 
eo — 
7 = —  ———— — — whic! 
| | ginge 
| onimusion that 
Othe’ 
: their 
} make 
mar 
bevel 
on An 
eee: place 
ee Falst 
sh Cana 
_ i : : ‘ Brew 
a. noun 
Wg LER: imm« 
: TE Crea: 
AM a. shoe Po wi 
eA Naot upeee 
Gee aes! Lay ,? sity 
ee eee he, —_ 
he eens 7 WN indus 
a RF a % — noun 
. 6G Strot 
| a rps | ca ~~ ong 
cage! — oe ; beer 
. ae 8 he “Se >) | secur 
ee nie \ “ a 
4 - . os 3 aj "ge ~~ ice-m 
Pe. | eee aca | Th 
Mies \ radio 
ee eg | past 
is cal | 
Ae to r 
: brew 
15 ye 
ene Tin 
aa | cerns 
2 aaa day 
‘ | matu 
: ee bottl 
‘3 ing 
cee agenc 
Pa | camp 
no —_—_——— comp 
ree P Othe: 
ae } Amer 
pone j to be 
ene same 
* Un 
i desig 
| have 
| alae ee by th 
a and | 
Pe 
ee “T; 
eee 
- Tr 
ducti 
_ le 
ee, es e 
mont 
ber, 
ay z P| ‘* 
. : : white 
TAYLOR SUPPLY CO. CC po 
ee 
Eri 
Mana 
i = 
- | Redb 
Or Og eli a el oN ee ae 
“sco aeey ghee ae ae fe oe ea St Se a eae ees aes coat ae Ea Eee A Oe eg wee EC Se Oe ee ieee oo: 2 erie on aie Bist = eee : Ye et ear eet ce. Meee lag lie Os oi te Daag irs oe 
she oe ie ct es ee ey 


May 13, 1933 


ADVERTISING AGE 


13 


FLOOD OF COPY 
WELCOMES BEER 
TO MOTOR CITY 


Detroit, Mich., May 11.—Beer made 
its legal return to Detroit today, with 
all newspapers sharing in an unex- 
pected volume of display advertising, 


ee <2 i 


that ran over, in some cases, even 
onto want-ad pages. 
Breweries, distributors, food and 


equipment manufacturers, drug, 
grocery and department stores 
launched campaigns that, according 
to newspaper advertising managers, 
must have been, for the most part. 
hurriedly decided upon, for’ the 
major portion of space orders was re- 
ceived at the last moment. In addi- 


a Gasf tion, hotels, restaurants and beer 
ho has} gardens swelled amusement page 
lahoma copy to proportions unprecedented in 
many years. Over 2,000 local re- 
: tailers have applied for licenses. 
=f Although five local breweries have 
4 already received federal and state 


permits, and many others are seek- 
ing them, only one, Stroh Products 
Company, a pre-prohibition concern 
which bridged the dry gap with 
ginger ale and ice cream, announced 
that its beer was ready for sale. 
Others took large space to proclaim 
their fidelity to the brewing art, and 
make clear that they would not 
market their products until the 
beverages were properly aged. 

Among out-of-town breweries that 
placed large displays were Atlas and 
Falstaff. Detroit’s proximity to 
Canada enabled British - American 
Brewing Company, of Windsor, to an- 
nounce, through its local distributor, 
immediate delivery of “Cincinnati 
Cream.” 

While many ice companies used 
space to call attention to the neces- 
sity of properly cooling the newly 
legalized beverage, Pittmans & Dean 
Company scooped the local _ ice 
industry by taking half-pages to an- 
nounce a novel delivery tie-up with 
Strohs. 

Copy said that customers can order 
beer from their regular ice-man, or 
secure delivery by calling the plant. 
The illustration showed a smiling 
ice-man carrying a cake of ice in one 
hand, while shouldering a case of 
beer with the other. 

The first local brewery to use 
radio was Tivoli, which during the 
past two weeks has been using musi- 
cal programs featuring stein songs 
to reacquaint Detroiters with the 
brew that enjoyed largest local sales 
15 years ago. 

Tivoli was one of the local con- 
cerns to promise in newspapers to- 
day that “until our beer is fully 
matured, we are not making a single 
bottle available to anyone.” ‘Accord- 
ing to Martin, Inc., new Detroit 
agency handling the account, a strong 
campaign will be launched for this 
company in about two weeks, when 
it is anticipated Altes Lager and 
Tivoli Pilsner will be ready for sale. 
Other Detroit concerns, including 
American, Detroit and Prost, expect 
to be ready for deliveries about the 
same time. 

Under the Michigan law, besides 
restaurants and hotels, “especially 
designated merchants” are permitted 
to retail beer. Druggists and groceries 
have been favored under this clause 
by the liquor commission, but appli- 
cations of candy stores, gas stations 
and barber shops have been denied. 
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“True Story” Cuts 
Rates for Summer 


True Story has announced a re- 
duction of one-sixth in both rates 
and guarantee for the summer 
‘}months. The reductions are for the 
months of July, August and Septem- 
ber, 1933, only. 

For these months the guarantee is 
cut to 1,500,000, and the black and 
white page rate to $3,333.33. 


Hodgins Is Editor 


‘enfield}| Eric Hodgins, formerly promotion 
Shicago} Manager of the McCall Company, has 
Journal been appointed associate editor of 
Redbook, a McCall publication. 


ice 
pointed] 


P.A.C.A. Meet 
Program Takes 


Shape Rapidly 


Sacramento, Cal., May 11.—‘Ad- 
vertising’s New Job Today” will be 
the theme around which the program 
for the annual meeting of Pacific Ad- 
vertising Clubs Association in Sacra- 
mento, Cal., June 18-21 will be built, 
with the avowed purpose of “gaug- 
ing the trends of industry” and “sug- 
gesting and perfecting ways and 
means of coordinating and correlat- 
ing the efforts of advertising, pro- 
duction and distribution executives.” 

Program Taking Shape 

The program is rapidly taking 
shape under the direction of a 
committee composed of Douglas Me- 
Phee, editor, Western Advertising, 
Don E. Gilman, vice-president, Na- 
tional Broadcasting Company; Prof. 
Royal A. Roberts, University of Cali- 
fornia; Fred Tomaschke, Tomaschke- 
Elliott; Larry W. Lane, publisher, 
Sunset Magazine; and Walter W. R. 
May, general manager, Portland 
Chamber of Commerce. 

In addition to the general sessions, 
fourteen departmental sessions will 
be held under the general direction 


PROMOTE MEETING 
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PACA CONVENTION 
Sacramento June 16:19:20 21 


A Sacramento artist, engraver and 
newspaper co-operated in turning 
out finished mats advertising the 
forthcoming convention of Pacific 
Advertising Clubs Association. Now 
the copy is appearing in many coast 
newspapers. 


of Charles W. Collier, Recorder 
Printing and Publishing Company. 
Walter A. Folger, San Francisco, is 


president of P. A. C. A., and John 
Howard Payne, business manager, 
Sacramento Union, is general con- 
vention chairman. 


Premium Users 
To Gather for 
Annual Meeting 


New York, May 11.—Chicago will 
be the headquarters for advertisers 
using premiums when the third Na- 
tional Premium Exposition and the 
annual convention of Manufacturers’ 
Merchandise Advertising Association 
convenes at the Stevens Hotel in 
that city next week. 


Expect Large Attendance 


Advertising managers, sales man- 
agers and other executives will be in 
attendance at the sessions, which 
will be held from May 15 through 
May 19, to view the newest items in 
the premium line, and to discuss 
policies and problems facing the 
users of this type of merchandising 
aid. 

W. L. Sweet, Rumford Chemical 
Works, Providence, R. I., is president 
of the association, whose member- 
ship includes many prominent na- 


tional advertisers. 
clude: 

H. B. Conselyea, Nestles Milk 
Products, Inc., and M. H. Richards, 
Colgate - Palmolive - Peet Company, 
vice-presidents; Howard W. Dunk, 
Nestles Milk Products, secretary; J. 
M. Davidson, Colgate-Palmolive-Peet 
Company, treasurer, and Frank H. 
Waggoner, New York, associate sec- 
retary. 


Other officers in- 


B.B.D.O. Expand Their 
Minneapolis Office 


Fred Hauck has been transferred 
to the Minneapolis office of Batten, 
Barton, Durstine & Osborn as art 
director. Other additions: 

Kenneth W. Ellis, account execu- 
tive; Jerome E. Masek, from the Chi- 
cago office, promotion manager; Tay- 
lor M. Smith, from New York, copy- 
writer. 


Meacham with Agency 


William H. Meacham has joined 
Lewis and Magee, Springfield, Mass., 
as new business and contact man. 
He was formerly general manager 
of Western Business Publications. 


Appoints Newfield 


Irving-Cloud Publishing Company, 
Chicago, has named E. D. Newfield, 
Oakland, Cal., as its Pacific coast rep- 
resentative. 
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Sawdon’s New Work 


Frank Sawdon, former sales and 
advertising manager of the Joseph 
Hilton & Sons clothing chain, has 
joined the New York office of Gaw- 
O’Hara Envelope Company, in charge 
of sales promotion for the Returna- 
form division. 


Is Western Union Head 


R. B. White has been elected 
president of Western Union Tele- 
graph Company, succeeding New- 
comb Carlton, who becomes chairman 
ot the board. 
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CUTS or ENGRAVINGS 


Original Art Work—photo- 
graphs wash drawings or 
anything that has ap- 
peared in print can serve 
as original copy. 

ONE OR MORE COLORS 


SMALL OR LA 
QUANTITIES 


GET ACQUAINTED 


FOR YOUR NEXT JOB 


Send in rough sketch or Senay with 
specifications for our yy mate 


PHOTO LITHO SERVICE, INC. 
145 Hudson Street 
New York City 
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Color Ben Day eke. 
Printing on Newsprint; 


Your Plates or Ours 
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Just think ... a mod- 

ern, new hotel, in the 

heart of New York— 
200 feet from Broad- 

way on 45th Street. 
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$2.50; for two, $3.50. 
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ILLINOIS SALES 
TAX I$ VOIDED 
BY HIGH COURT 


Springfield, Ill., May 11.—The Illi- 
nois sales tax is invalid, the Supreme 
Court ruled yesterday. Two fatal 
flaws were pointed out by the deci- 
sion, which was unanimous. The 
sales tax was characterized as class 
legislation because farm products 
sold by the producer, and gasoline, 
already thoroughly taxed, were ex- 
cluded from its application. 

The court also held that alternate 
appropriation for relief or for use 
against school taxation falls into the 
“double appropriation” prohibited by 
the state constitution. 

The sales tax took effect April 1. 
Its amount was 3 per cent, calculated 
to raise between 40 and 60 million 
dollars a year, most of which would 
have been used for relief of the job- 
less. 

About $5,000,000 has been col 
lected by retailers, but the supreme 
court decision came before the state 
was able to make its first monthly 
collection. In many parts of the 
state, retail associations rushed into 
print to inform the public that no 
refunds of the sales tax would be 
made until the time allowed by law 
for a rehearing has elapsed. 


Refunds Hard to Get 


Refunds are impracticable in many 
cases because the majority of retail- 
ers did not give receipts. The chain 
grocery stores proved themselves to 
be as astute as suppesed when they 
merely raised the price of their mer- 
chandise. Somewhere in the price 
imposed on the public was the 3 per 
cent sales tax, but these tactics re- 
lieve the chains from indulging in 
restitution. 

Advertising agencies who have 
been paying the sales tax on print- 
pletes and -ether- production 
processes, will have no difficulty in 
getting their money back, since they 
have ample records of the amount 
paid and to whom. 


Air Conference 
Introduces New 
Model Hudson 


Detroit, Mich., May 11.—Following 
a radio “business conference” today 
through which dealers gathered at 
distributors’ meetings throughout 
the country were addressed by fac- 
tory executives and primed for the 
drive, Hudson Motor Car Company 
will announce in Sunday’s newspa- 
pers an addition to their 1933 line. 

The new car, a Terraplane Special 
Six, with 106-inch wheelbase, will be 
described as “the largest and room- 
iest car in the low priced field.” 
Prices will range upward from $500. 

Listeners-in last Saturday night 


y 


Wn E LARGEST 
PHOIO-ENGRAVING 
ORGANIZATION 
IN CHICAGO 


MAKERS OF FINE 
PRINTING PLATES 
IN BLACK OR COLORS 


ENGRAVING COMPANY 


617 W.WASHENGTON BOULEVARD 


rons MONROE FOSO | 


were invited during the regular 
“Terraplane dancing party” program 
to tune in on today’s conference. 
Just enough information was re- 
leased today to quicken interest in 
Sunday’s scheduled announcement. 
The conferences, inaugurated about 
six weeks ago, have heretofore been 
strictly of a trade nature. Today’s 
is the first to which the public has 
been invited to listen. 

With Hudson’s new policy one of 
concentrating the heaviest share of 
their appropriation into the three 
months of March, April and May, 
the present period will witness the 
peak of the company’s advertising 
efforts for the year. After the new 
car’s introduction, an intensive news- 
paper, magazine, radio and trade 
publication campaign will be waged 
for all models. The Blackman Com- 
pany is in charge. 


Starts Coast Paper 


The Californian, semi-monthly class 
publication, will make its appearance 
in July. R. A. Drake is editor and 
publisher, and headquarters are at 
830 Market St., San Francisco. 


MAY ADVERTISING LINEAGE IN MAGAZINES 


Standard 1932 1933 
Atlantic Monthly ..... 9,622 6,268 
Current History ...... 2,653 2,684 
me aed éigia 6 a &'s 6 7,788 5,364 
ee EE: «Vb casas 3,332 2,907 
PE ne id aoe e O66 12,266 8,596 
Review of Reviews ... 8,040 7,084 


Scribner's 


_, .. Gr 52,141 38,801 
General 
ET 206 6s aw e00% < 24,807 18,022 
American Boy ........ 14,792 7,637 
American Girl ........ 6,314 1,803 
American Golfer ...... 19,355 10,248 
American Home ...... 12,073 6,177 
Arts & Decoration .... 14,722 9,520 
NFS EY Pe ee eee 2,930 3,440 
Better Homes & Gardens 21,473 14,995 
a Se ee 14,408 9,920 
SE ME ic died b we'ces'e% 4,881 5,499 
Christian Herald ..... one 9,482 
College Humor ....... cons 4,481 
COGMOROIEAR ....-c20% 25,538 24,964 
CONE GHEO occcccesss 28,425 19,033 
<ccws sp aekadn 10,467 10,075 
og) EET Pee cere 40,606 24,095 
Golf Illustrated ....... eee 12,255 
Home & Field ........ 16,876 6,874 
House & Garden ...... 35,940 22,097 
House Beautiful ...... 15,619 10,672 
OCT CETTE T ET snee Seen 
EY cccs sae cee 0a dee 6 12,627 3,724 
DE” si:ebikeebecenaeace 7,041 6,049 
Modern Mechanix ..... 9,048 6,837 
Motion Picture ....... 15,850 14,227 
Movie Classic ......... ‘sau Sees 
National Geographic .. 7,588 7,910 
Nation’s Business ..... 22,849 12,654 
OO Ae 7,833 8,214 
| ere 18,864 13,485 
Physical Culture ...... 12,774 8,124 
PD. Seca iG eRe ee Keen oO is 10,703 
Popular Mechanics 14,676 9,968 
Popular Science ....... 9,993 8,852 
DEE. bons a crccccuns 15,832 14,627 
i: Dn cacttedceas 6,590 3,992 
Scientific American ... 3,084 2,492 
Re ee ee cca 8,547 
BEVOS..BOTOOR «2.2 cence et 8,183 
SE Sa ace seer ees 13,813 13,807 
>, ROererr ery rr ers 9,101 6,698 
True Confessions ..... 6,013 7,674 
True Detective Mysteries .... 2,330 
True Romances ....... eT 5,132 
We PE a aber oss VER 24,751 16,561 
TWOGRl BIOED. «00 + v0 517,086 453,212 
Women’s 
DelimestOr 2... sccceee 33,723 29,950 
Wermeer es Wike «ocessss 9,673 8,673 


A. J. Mirski Joins 


Aaron J. Mirski has joined Willi 
Wolfson and his Associates, Inc., N 
York, sales and management coy 
selors, as treasurer and account g 
ecutive. 

Mr. Mirski was formerly sales ap 
advertising manager of the Inno 
tion Trunk Company and more 
cently was connected with McQuaq 
Hart & Spencer. 


—— 
— 


William Wolf s¢ 


Good Housekeeping ... 62,911 51,289 
Harper's Bazaar ...... 54,905 45,041 
CO EE ee 12,342 7,646 
OS RPP ree 6,896 8,925 
Ladies’ Home Journal. 54,633 54,091 
Dt - cases saab osewe 51,662 46,383 
| 3,243 3,804 
OS LOPE EOE 13,136 13,536 
Pictorial Review ..... 18,347 16,393 
Tower Magazines ..... - 13,563 
True Story ............ 29,702 19,636 
ME c¢eee ek bakaeeans 83,301 59,930 
Woman's Home Com- 
EOC er eer 43,361 45,748 
Woman's World ....... 7,327 5,970 
WOORE BIOUD ci cccecece 485,162 430,578 
Outdoor 
Field & Stream ....... 17,821 11,967 
Fur-Fish-Game ....... 5,416 5,509 
Hunter-Trader-Trapper 7,615 4,932 
Hunting & Fishing ... 9,538 7,096 
National Sportsman ... 12,774 8,086 
Outdoor Life .......... 12,807 7,484 


Sports Afield 12,524 7,800 


BOER WOE vc ccccees 78,495 52,874 

Mail Order 
SE. sakes cone donee 3,885 3,730 
Gentlewoman ......... 5,248 2,656 
eee 3,323 2,914 
ee eee 13,327 14,228 
Hearth & Home ...... 3,323 2,914 
Sh. eee 2,524 2,114 
Beeme Prienm@ ....ccces 2,844 1,987 
Illustrated Mechanics... 1,578 2,001 
ACs bane hea ba 0% a> 2,046 1,215 
J, re 8,635 5,992 
Sovereign Visitor ..... 890 732 

TOGR BIOUD oc ccccess 47,623 40,483 


April Advertising 


Weeklies and 
Monthlies 


Plumbing Heating Contracti 
1900 Prairie Avenue, Chiesee. Illinois 


Ina Baotee Bt DISPENS.- 
ING EQUIP NT” is a study 
covering the os sl of distribu- 
tion of this equipment, and will be 
sent without cost to manufacturers 
who have such equipment to sell. 
No matter how or where this equip- 
ment is sold, the plumbing dealer 
installs it and in many cases, sells 
it. Because he is a figure of such 
importance, he should " included 
in the sales plans of manufacturers 
of beer Pp g equip 

Write for your free copy of this study. 


DOMESTIC ENGINEERING 


g and Mi hs. dies: 


American Weekly ..... 91,734 79,495 
Business Week ....... 25,235 15,224 
0 er ey 87,128 64,008 
|) AS eee 17,113 6,449 
EY haath s wang wwikl sae 32,063 17,809 
Literary Digest ....... 47,592 32,432 
OT BOONE 506 cenvvas 89,842 79,359 


Saturday Evening Post.219,635 129,721 
.,.. eee veerrrrr ey. 68,657 55,346 
*Town & Country . 38,959 25,830 


Total group 717,958 505,673 


*April figures. 
—National Advertising Records. 


Lord & Thomas 
Hold Lead in 
Radio Volume 


New York, May 11—Lord & 
Thomas still place more radio adver- 
tising than any other agency in the 
country, according to an analysis of 
broadcasting over N. B. C. and Co- 
lumbia networks for the first four 
months of the year. 

J. Walter Thompson is in second 
place, but Blacket-Sample-Hummert, 
Inc., which ranked fifth in 1932, has 
moved up to third. 

Approximate expenditures on 
chain programs for the first four 
months are as follows: Lord & 
Thomas, $1,165,000; J. Walter 
Thompson Company, $894,000; Blac- 
kett-Sample-Hummert, Inc., $689,000; 
Batten, Barton, Durstine & Osborn, 
$608,000; Campbell-Ewald Company, 
363,000; Newell-Emmett Company, 
$355,000; McCann-Erickson, Inc., 
$345,000; Erwin, Wasey & Co., $304,- 
000; N. W. Ayer & Son, $300,000; 
Young & Rubicam, $204,000; Ben- 
ton & Bowles, $189,000. 

Lord & Thomas hold the lead in 
radio primarily through the _ sus- 
tained activity of the Pepsodent pro- 
gram, featuring Amos ’n’ Andy and 
Cities Service Company. 


Hill & Knowlton Is 
Cleveland Agency 


Two well-known Cleveland adver- 
tising men have formed Hill & 
Knowlton, with offices in the Union 
Trust Building. 

Don Knowlton was formerly pub- 
licity director for the Union Trust 
Company, while John W. Hill was 
with Penton Publishing Company, 
among others. 


Weddell’s Recognition 


Justin R. Weddell, European man- 
aging director of Erwin, Wasey & 
Co., has been elected a director of 
the American Chamber of Commerce 
in London. 


Doan to Comer 
F. L. Doan, direct mail specialist, 
has become vice-president of Russell 
C. Comer Advertising Company, Kan- 


sas City. 


Swanson with French 


Earl H. Swanson, formerly adver- 
tising manager for Oscar Mayer & 
Co., Chicago packers, has joined 
Oakleigh R. French, St. Louis adver- 
tising agency, as account executive. 


Gets Irving Account 
Advertising of Irving Laboratories, 


Minneapolis, hair rinse, has been 
placed with Kraff Advertising 
Agency, Minneapolis. Newspapers 


will be used. 


Pick Humbert & Jones 


Grand Union Company, New York 
grocery chain, has appointed Hum- 
bert & Jones, New York. The agency 
is beginning a test campaign in news- 
papers. 


R. W. Clark Resigns 


R. W. Clark has resigned as presi- 
dent of Clark-McDaniel-Fisher & 
Spelman, Inc., agency of Cleveland 
and Akron. 


™m 


litt. 


608 S. DEARBORN ST. 


Bacon’s — 


PUBLICITY 


Here is the first 
com prehensive 
treatise ever 
published on 
how to handle 
editorial public- 
ity on every cane type of 
product. It includes a complete 
directory of 1600 American and 
Canadian business and trade 
papers, classified by markets, 
with an analysis of the types of 
editorial material used by each 
publication. Each market class-« 
ification is also discussed from 


Ma: 


the standpoint of editorial] 
approach. 


Every sales manager, advertial 
ing manager, publicity manager, 
advertising agency and trade as 
sociation secretary should hav 
a copy of this manual. 


It will be sent on approval. 


Price, $3.00; size 814x 11 inches. 


Illustrated, cloth bound. 
R. H. BACON & CO. 


Business Paper Editorial Service 


Checking and Clipping Service 
CHICAGO 


ADVERTISING TYPOGRAPHY 
AND DESIGN 


WHitehall 4347 


& 
417 N. State Street, Chicago 


= 


Edward B. Bell, Menager 


mij fig | 


‘Stop at the KNICKERBOCKER 
HOTEL when you arrive in 
New York City” a. es Se & 


These friendly recommendations from 
satisfied guests are our best advertise- 
ment. We dosatisfy the most critical as to 
location, value and personalized service. 


Write for booklet and interesting 
guide to New York—FREE, 


HOTEL 


KNICKERBOCKER £5 


120 WEST 45th ST. - TIMES SQUARE - NEW YORK 
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ADVERTISING AGE 


15 


BIG CROWD AT 
FOUR A'S MEET 
IN WASHINGTON 


(Continued from Page 1) 


Walter Thompson Company, 
symposium on the subject, “Creating 
Advertising in Times Like These,” 
and John Benson, president of the 
Association, presided during the re- 
mainder of the afternoon session. Os- 
wald W. Knauth, vice-president and 
treasurer, R. H. Macy & Co., was 
prevented by illness from appearing 
at the convention and his paper was 
read by Carlton Spier of Batten, Bar- 
ton, Durstine & Osborn. Ben Duffy, 
of the same agency, was the surprise 
speaker on the afternoon program. 
Dr. McClintock gave a resume of 
his study of outdoor traffic in rela- 
tion to posting and trading areas. 
Mr. Dipman predicted there would 
be little change in the distribution 
of groceries in the near future, the 


led a 


BEST BY COMPARISON 


-AJAX=-_ | 
PHOTOSTAT 


COPIES _ 


am LET VS SERVE YOU om 


_33W.ADAMS ST. CHICAGO ) 


What is the Real Strength — 


Finances, personnel, promotion are all vai- 
uable sinews in your business, but the 
real strength lies in your product itself. 

The real strength of ARCHITECTURE 
lies in the material it provides for the use 
and inspiration of its readers. The stabil- 
ity of its circulation gives _Proof of its 
editorial alertness. Neither ‘“modurn” or 
stand-patish, the contents fit the contem- 
porary needs of the yy ~1-¥ They 
crystallize opinion, which you as a manu- 
facturer should capitalize in your ad- 
vertising. 


ARCHITECTURE 


The Leading Professional Journal | 
Published by Charles Scribners Sons 


597 FirrH AvENvE, New York City 


chains continuing as at present to 
do roughly one-third of the business 
and the independents two-thirds. He 
believes the super-markets operated 
by independents will increase for a 
year or so, when their development 
will be merged with the existing 
movement toward larger retail food 
establishments or food department 
stores. 


Sees Much Branching Out 


He predicted that the disposition 
of independents to branch out in new 
lines would become more apparent, 
particularly in drug lines, as the 
grocer, like the druggist, has an inti- 
mate and frequent contact with the 
housewives of the community, plus 
the advantage of a lower operating 
expense of about ten per cent. 

Mr. Alderson pointed out that cos- 
metic manufacturers who sought dis- 
tribution through drug stores should 
co-operate with them in providing 
the proper professional background. 
His investigations have shown, he 
said, that the average woman pre- 
fers to accept the statements of 
demonstrators in department stores, 
even though she knows they are em- 
ployed by the manufacturer, than to 
buy a new product from a drug clerk 
who appears to know nothing of its 
properties or uses. 

Mr. Wiese, who spoke on, “How 
Does the Consumer Think, Feel, Act 
and Read,” compared the similarity 
of his problem to that of advertising 
men in that people do not want to 
read anything but must be seduced 
into doing so. 

Mr. Knauth’s paper remarked on 
the extraordinary enterprise dis- 
played by American manufacturers 
in promoting a different product every 
year or every season, which contrasts 
so forcibly with the European prac- 
tice of concentrating promotion on 
long-established foods. The fact has 
caused him to wonder if the Amer- 
ican state of affairs encourages care- 
lessness in sales planning because of 
the knowledge that it is so easy to 
call a new deal. 

Mr. Eisenberg declared that many 
merchants had been forced to discard 
nationally advertised goods because 
the manufacturers in many instances 
had failed to consider the distrib- 


Placing 


43 E. Ohio St. 
Chicago 


Agencies 


D frie Business Paper Division of National Ad- 
vertising Records is now issued separately 
and can be purchased at the subscription rate 
of $50.00 a year. It provides a regular 
monthly record of space used by all adver- 
tisers in the important publications of 17 . 
product and industrial groups. 


A section devoted to an analysis of the 
volume of commercial advertising carried by 
each publication shows, in terms of pages, 
space units down to 1/32 of a page. 


We would be pleased to give you further 
information. Address inquiries to either office. 


The Advertising Record Co., Inc. 


usiness Paper 


Accounts... . Will find it 


an indispensable aide . . . 


853 Broadway 
New York 


NATIONAL ADVERTISING 


RECORDS 


utors, perhaps thinking all that was 
needed was to continue the appeal 
of national advertising and the prod- 
uct would sell itself. 

He urged dealer cooperation along 
such lines as cooperative advertising 
and packaging to eliminate loss from 
shop wear, but emphasized that these 
and all other aids together would not 
compensate for the lack of adequate 
make-up. 

Opening the symposium in the 
afternoon Mr. Mims drew the deduc- 
tion from the numerous instances of 
successful advertising during the de 
pression that it is impossible to apply 
a slide rule to measure advertising, 
a service which in many of its phases 
is of the spirit and must, therefore, 
remain intangible, and he deplored 
the tendency to put a halo around ad 
vertising. 

“Advertising is of the market- 
place and can never be literally truth- 
ful to the degree now urged by many 
reformers,” he said. “It must by the 
very nature of its job be partisan. 
If what the Democrats said about the 
Republicans in the Presidential cam- 
paign of 1932 was true, they all ought 
to be in jail, including the former 
president. 

“If what the Republicans said 
about the Democrats was true, the 
whole Democratic party should be in 
lunatic asylums. Advertising, like 
politics, belongs to the persuasive 
arts and will live in proportion as it 
is successfully persuasive.” 


Points to Success 


Continuing the symposium, Mr. 
Kinnery summarized the success of 
the Scott Paper Company, pointing 
out that its sales in the three depres- 
sion years, 1930, 1931 and 1932, in- 
creased $5,000,000 over the previous 
three-year period. In the past three 
years the annual advertising expendi- 
tures increased 26 per cent over 1929. 

He attributed the great success to 
advertising, plus the wise employ- 
ment of all factors of promotion in 
proper balance, product design. 
quality and package, price, distribu- 
tion and selling, and consumer pro- 
motion. 

Mr. Hubbard reviewed the success- 


4inducing. _principles. .underlying the. 


spring, 1932, campaign of the na- 
tional canners association, which in- 
volved the placing of half-page orders 
with newspapers contingent upon 
their ability to sell an equal amount 
of space devoted to canned goods 
promotion to wholesalers, dealers and 
individual canners. 

Mr. Tracey told how his agency 
prepared the framework for the cur- 
rent campaign on Conoco Bronze 
gasoline by staffing one of the Conti- 
nental Oil Company’s stations with 
agency executives and research men, 
who ascertained at first hand the 
effectiveness of various appeals. 

Henry T. Rainey, speaker of the 
House of Representatives, was unable 
to keep his engagement to address 
the dinner meeting in person because 
of bad flying conditions but delivered 
his message by radio, speaking from 
the studios of the National Broadcast- 
ing Company in Pittsburgh. He out- 
lined the many steps taken by the 
new administration to. increase con- 
sumer buying power and accelerate 
business recovery. 


Darstine on Committee 


Roy Durstine, of Batten, Barton, 
Durstine & Osborn, has been named 
to serve on the Business Advisory 
Council of the American Arbitration 
Association, Lucius R. Eastman, 
president of the association, has an- 
nounced. 


Gets Brazil Account 


Lojas General Electric, S. A., re- 
tailers of General Electric appliances 
in Brazil. have placed their adver- 
tising account with N. W. Ayer & 
Son, Inc. 


Names Representative 


Howland and Howland, Inc., New 
York and Ohicago, has been named 
national advertising representative o* 
Bridgeport, Waterbury and Provi 
dence Heralds. 


Colson Names Boynton 

Colson Company, Elyria, O., has 
placed its advertising with Henry P. 
Boynton Advertising Agency, Cleve- 


land. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2 


POSITIONS WANTED 


PUBLISHERS’ RBEPRESENTA- 
TIVE covering Ohio and Michigan 
with one paper wants another in 
civil engineering, building or auto- 
motive field. Ten years’ experience. 
Good contacts with agencies and ad- 


vertisers. Box 326, ADVERTISING AGE, 
Chicago. 
PUBLISHERS’ REPRESENTA- 


TIVE desires connection on business 
papers. Has successful record in 
middle west territory for past eleven 
years. Can furnish best of refer- 
ences from past connections, agen- 
cies and clients. Box 329, Apvertis- 
ING AGE, Chicago. 


AGENCY COPYWRITER available 
for progressive manufacturer as ad- 
vertising manager. Six years’ agency 
writing and two years as advertising 
manager. Also have sales and re 
search training. Age 31, single, uni- 
versity graduate. Box 330, ApverTIs- 
ING AGE, Chicago. 


WHAT AM I OFFERED? Services 
available immediately — anywhere! 
Last five years advertising director 


nationally advertised trade associa- 
tion in keenly competitive field. 
Eleven years’ prior experience—ad- 
vertising, publicity, news reporting, 
editing. Box 331, ApvERTISING AGEr, 
Chicago. 


FORMER EXECUTIVE sales officer 
business paper publisher wants sales 
job or managership. Finest back- 
ground and record, alert to possibili- 
ties indicated by inflation. Excellent 
agency contacts. For details write 
Box 332, ADVERTISING AGE. New York. 


ADVERTISING AND PUBLICITY 
manager now with radio station 
KMOX desires change. Wide selling 
experience newspaper, radio and 
magazine fields. Interested in mak- 
ing connection with organization de- 
manding creation of unusual ideas. 
Box 333, ADVERTISING AGE, Chicago. 


SECRETARY-TYPIST; young, edu- 
cated, background; advertising en- 
thusiast; loyal, resourceful, creative; 
experienced research, copy, radio, 
media departments; switchboard re 


lief; receptionist; general office 
routine; Box 334, ADVERTISING AGE, 
New York. 


Brisbane to Speak 
Arthur Brisbane, the columnist, 
will address the luncheon meeting of 
the Sales Executives Club of New 
York May 18. 


L. W. Weddell Sails 


L. W. Weddell, export manager for 
Erwin, Wasey & Co., New York, 
sailed this week for a business trip 
to the agency’s European offices. 


You can't get "AA" just by 
having more power and 
better reception . . . you 
need consistently superior 
entertainment, both studio 
and national chain... 
and your programs must be 
built up through newspaper 
publicity, air publicity, bill- 


board tie-ups and actual 


New York Office, 


: Ate 
PLUS Tradl PP em C 


PONSOPED BY ptt i: 
BISCUIT BA 


Service! 


merchandising and survey 
werk. You can get all this 
when you use KMBC—first 
in the hearts of the heart 
of America . . . where re- 
tail sales are $488 per cap- 
ita (highest in USA) against 
national average of $230 
Are you getting your 
share? 


3% AA—AUDIENCE APPRECIATION 


A UNI OF THE COLUMBIA BE ROADCASTIN IG SYSTEM 


MIDLAND BROADCASTING CO., Kansas City, Mo. 
17 E. 49th St. 


Phone Eldorado 5-5070 


DIRECT TO 
THE HOME 


In a 2-day test s li 


quirv. 


DISTRIBUTION—AND THE RETAILER 


P ign we recently obtained for the manufac- 
turer of a one penny sanieiion his first 400 dealers in this market. 
The total cost to the manufacturer was less than the cash we collected for him 
on the sales we made. 


This campaign was started within 5 hours from the time we received the in- 


Have you a similar problem? 


BIG 


ADVERTISING CARRIERS 
20 EAST 8'' ST. CHICAGO 
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Py ! OT O GRAPI {| C HOOVER DEVELOPS ITINERANT DISPLAY FOR DEPARTMENT STORES ‘ % 


REVIEW OF THE [am 


WEEK er ; a 


NEW TECHNIQUE FOR HOSIERY ILLUSTRATIONS 


ordinary, this display wi 


GETS MEMBERS 


ts eS aac: Se 


be 


Scotch Jenness Avery, who was re- 
warded for her work as membership 


"Skeleton" photographs like this are being used in the current maga- chairman last year, when she in- 

zine copy for "Custom-Fit" hose by Phoenix Hosiery Company, creased the roster by 36, by being 
Milwaukee. The technique was decided upon in order to stress the named second vice-president of 
a unusual features of the top, and at the same time stress the style Woman's Advertising Club of Chi- 
" angle which has been prominent in Phoenix copy for many years. cago at the annual election. 


J. Walter Thompson Company, Chicago, is the agency. 


HUMAN INTEREST STRESSED IN PAINT DISPLAY BUILDS INTEREST 


NEW YORK'S 


RADIO - 


MYSTERY MAN 


NOW COMES TO YOU 


wer does he have which could 
ring the biggest flood of letters of 
aay program on the big eastern sta- 
ton where he has been appearing — 
what power could make seven thou- 
sand jam the streets outside Mecca 
Hall in New York where he made a 
personal appearance? Hear for your- 
self, on a nation-wide broadcast. 


Tune in station WBBM, at 10 A. M. 
(C.D.T.) —— through Friday 
an r 


Oneof six window displays designed for Devoe & Raynolds by Ein- 
been used to effectiveness to the selling copy. by Wasey Products. 


4” DOWN 


W006 Sipe 


Designed for use by department stores and other retail outlets which demand something out of th 
Tbe traveled around the country by the Hoover Company. It is the work o 


This type of copy, appearing every 
day, aids in building up an audience 
son-Freeman Company, in which human interest illustrations have for radio's mystery man, sponsored 


W. L. Stensgaard & Associates. 


"| AM MY OWN RICH UNCLE" 


Typical illustration in the magazine campaign which Sun Life Assur- 

ance Company is directing at young men. All of the copy in cheer« 

ful vein, particular pains being taken to eliminate all ‘fear’ appeals, 

which the company feels have been sadly overworked in insur- 
ance copy. 


TELLS AIR CONDITIONING STORY FOR TRANE 


To aid in establishing dealer outlets for its new residential Climate 

Changer, Trane Company, La Crosse, Wis., has mounted the air 

conditioner on this trailer, which » agi can haul about from shop 
to shop. 
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